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Rough Proofs 


Sponsored films are going to cre- 
ate new problems for advertisers. 
Frinstance, what is a lady who 
smokes Luckies going to think of 
the movie hero caught in the act 
of lighting a Chesterfield? 

* * * 

If the competitive advertising sit- 
uation gets much hotter, publishers 
will have to prepare rejection slips 
for use in returning “unavailable” 
copy to advertisers. They will be 
able to add truthfully, “This hurts 
us worse than it does you.” 

ok * * 


James W. Young, the reformed 
advertising agent, now a professor 
at the University of Chicago, is 
studying “social pressure areas,” 
which are the sections where people 
do what they do for fear of what 
others will think if they don’t. One 
of his first studies should be that of 
the big shot who was afraid to drive 
anything worse than a Lincoln or a 
Cadillac prior to October, 1929, and 
is now frequently seen in a Ford. 

* *” * 


I got a smile out of the reference 
to James O’Shaughnessy, business 
manager of Liberty, as “Joseph 
O’Shaughnessy” in the story describ- 
ing the sale of the magazine to the 
Macfadden Publications. I thought 
everybody knew Jim, but to the re- 
porter he was just another guy 
named Joe. 

* * * 

“The Truth Game” ran briefly on 
Broadway, “starring” Billie Burke 
and Ivor Novello and “featuring” 
Phoebe Foster and Viola Tree. Won- 
der how much longer the show 
would have run “with” a couple of 
other actors? 

* * * 

The announcement of the appoint- 
ment of Knute Rockne as sales pro- 
motion manager of Studebaker was 
made just a week before his death. 
Good old Knute was coaching Cham- 
pions to the last. 

* * * 


The Parents’ Magazine announced 
an increase in circulation and prom- 
ised that it would have the same 
high “buying expectancy” which has 
characterized its other readers. Well, 
after all, isn’t buying expectancy in 
the parents’ field somewhat depend- 
ent on the vagaries of the stork? 

* oe * 


Optimism in this field is likewise 
indicated by the sign of a realtor 
who is promoting a subdivision north 
of Chicago, and who, in addition to 
other attractions promised to pur- 
chasers, also advertises, ‘Neighbors’ 
children refined.” 

* * * 


The Columbia Broadcasting Com- 
pany, in bulletining the stations in 
its network, says pedantically, 
“These data subject to change with- 
out notice.” I like to be inconsistent, 
and so say “this data” and “these 
mediums,” meanwhile laughing in 
my sleeve at the crude and unlet- 
tered who think that “media” is 
singular. 

* * * 

This is my day for being critical, 
and so I am going to remind Lillian 
that in her recent contribution she 
used “deduct” when she really in- 
tended to say “deduce.” However, I 
am not deducting, subtracting or 
withdrawing a single bit of my ap- 
preciation for her effort in behalf 
of “Rough Proofs.” 

* * * 


The baseball season approaches 
and Babe Ruth strikes out—for a 
lady. The age of chivalry is not 
dead. 

Copy CuB. 


WARD REPLIES 
TO FIRESTONE 
IN 800 DAILIES 


Also Complains to the Federal 
Trade Commission 


The advertising of the Firestone 
Tire & Rubber Co., which was re- 
fused by several publishers and 
accepted somewhat reluctantly by a 
larger number, drew two _ salvos 
from Montgomery Ward & Co., Chi- 
cago, this week. 

Ward registered a formal com- 
plaint with the Federal Trade Com- 
mission and in addition, opened its 
own advertising guns against the 
Firestone brigade. 

The Firestone copy, described in 
detail in ADVERTISING AGE of March 
28, drew a comparison with mail 
order and special brand tires. H. W. 
Jordan, assistant general merchan- 
dise manager of Montgomery Ward 
& Co., said it is natural for many 
people to think that company’s tires 
are the ones meant. 

The Federal Trade Commission’s 
special province is unfair competi- 
tion and Montgomery Ward & Co. 
feel that the Firestone copy falls 
into this class. 

In addition to this action, Ward 
launched a newspaper campaign to 
tell the public that whatever line of 
tires Firestone had in mind in its 
advertising, it is not the Ward 
Riverside or Trail Blazer tires. 
About 800 newspapers carried the 
Ward story. 

The first piece of copy was “an 
open letter to Harvey S. Firestone.” 
It asked, “Whose ‘mail order’ tire 
are you talking about?” and went on 
with the statement that “Mont- 
gomery Ward & Co. is the oldest 
mail order house in America. So 
when you say ‘mail order’ many 
people naturally think first of Mont- 
gomery Ward & Co.” 

Another piece of copy broadcast 
the fact that the mail order house 
has filed a complaint with the Fed- 
eral Trade Commission. 

As the original story in ADVERTIS- 
ING AGE indicated, the Firestone 
copy is by no means unique in this 
era of keen competition. 

Many advertisers have turned 
from the idea of espousing their own 
products to telling the reader how 
poor some of the others are. In re- 
ply to remonstrations they point out 
that they cannot force any publisher 
to run the copy. In the case of Fire- 
stone, several farm papers did reject 
the advertising. The majority of 
farm papers and general magazines 
accepted it. 

Current comment centers around 
the advertising of a new mouth 
wash, copy for which claims it “is 
3 to 11 times more powerful in kill- 
ing germs than other leading anti- 
septics.” 

“We are heartily in sympathy 
with the publisher who is alert in 
detecting untruths and firm in 
barring them from his advertising 
columns,” said the advertising man- 
ager of this company. “But we can- 
not neglect our own interests when 
a better product gives us a better 
advertising story. 

“All advertising is comparative. 
We think the publisher’s concern 
should end when he has ascertained 
the truthfulness of competitive 
claims.” 


Base Sales Strategy 
on Lower Resistance 
at Cleaning Time 


A sensational success made by the 
Clinton Carpet Company, Chicago, 
in distributing Ozite rug cushions 
through rug cleaning plants, has 
been responsible for an increase of 
40 per cent in its 1931 advertising 
appropriation. R. A. Phelps, adver- 
tising manager, reported the com- 
pany will spend $250,000 in its spring 
and fall campaign in 22 general, 
home and women’s magazines. 

The decision to use rug cleaners 
as outlets followed the discovery 
that, next to the time when she buys 
new floor coverings, the housewife is 
most susceptible to Ozite at house 
cleaning time. By explaining this 
fact to rug cleaners and supplying 
them with samples and literature 
which tells their story, as well as 
Ozite’s, the company had no diffi- 
culty in securing representation in 
this field. 


Trade-Marking Product 


Another factor contributing to the 
enlarged promotion program is a 
new and more satisfactory method 
of trade-marking Ozite by impress- 
ing the name on every square yard 
of the material. 

The company is unique in that 
it is the only national advertiser 
among 50 manufacturers of this 
type of product. 

When Ozite was introduced eight 
years ago, it was the first product 
specifically intended for its use. 
Consequently, the company faced the 
task of selling the idea of a rug 
cushion and at the same time com- 
peting against the host of others 
who quickly entered the market with 
lower priced goods. It did this so 
successfully that sales at retail are 
more than $6,000,000 a year. 

Ten magazines reaching floor cov- 
ering retailers are also carrying 
Ozite advertising. The favorite 
theme is the profit story, which is 
dramatized in unusual ways. One 
advertisement pictured a hold-up in 
progress. The text began: 

“When this happens, you know 
you are losing money. But stop a 
minute! Aren’t you losing money in 
other ways that are less dramatic, 
but just as costly? For instance, 


every time a rug leaves your store 
without an Ozite Cushion—you reg- 
ister a loss.” 

The most successful dealer adver- 


REWARD! 


for the apprehension of this man! 
Is he in hiding on your sales force? 


# 


Find This Man! 


* CLENTOR CARPET COMPANY: 
Mccdantiee Mar Chonan Hi 


‘RUG CUSHION 


This copy started dealers and 
salesmen to wondering. 


tisement to date was made up in the 
style of a poster advertising for a 
fugitive from justice. Under the 
screamer, “Reward!” was pictured a 
typical retail salesman, who was 
described as a criminal who had 
cheated himself and his employer by 
failing to talk Ozite to rug buyers. 


Check on Copy 


Mr. Phelps tests the effect of 
dealer advertisements by having 
salesmen keep a record of voluntary 
comments from dealers and note the 
number of advertisements torn from 
magazines and affixed to store bulle- 
tin boards. 

“By driving home the profit story,” 
he said, “we encourage the dealer to 
devise his own sales promotion. Our 
salesmen work with the dealers on 
these ideas, and when perfected they 
are passed along to the entire dealer 
organization. 

“A dealer in Missouri hit on the 
idea of having his delivery men sell 


(Continued on Page 13) 


Last Minute News Flashes 


Aesop Glim Attacks Basis for Harvard Awards 


New York, April 9—George Laflin Miller, vice-president of the Lay 
Company, criticized the basis for selecting winners of the Harvard Awards 
in an address before the Technical Publicity Association last night. 


He said that results in sales do not receive sufficient consideration and 


that the system of “entries” should 


be abolished. 


Leon H. A. Weaver, advertising manager of the Superheater Com- 
pany, was elected president of the T. P. A. 


Goodrich Launches Silvertown Safety League 


Akron, O., April 10—Featuring the support of United States Senators, 
the B. F. Goodrich Rubber Company has launched the Silvertown Safety 


League for motorists. 


Those who pledge themselves to observe the nine rules in this code 
are given a handsome emblem to attach to their cars. 


Simmons-Boardman Buy “Aeronautical Industry” 
New York, April 10—The Simmons-Boardman Publishing Company 
has purchased Aeronautical Industry, a weekly, and will continue it as a 
news service under the name of Airway Age, except the first Saturday of 
each month, when Airway Age will appear in its present magazine form. 


PARAMOUNT TO 
MAKE AND SELL 
TRADEMARKS? 


New Source of Profit Alleged 
by P. S. Harrison 


New York, April 9—That Para- 
mount-Publix Corporation has de- 
liberately aimed at creating new 
trade-marks for sale to advertisers 
in moving pictures offered as pure 
entertainment is charged by P. S. 
Harrison, publisher of Harrison’s 
Reports, a motion picture reviewing 
service. 

Mr. Harrison called the Para- 
mount picture, “It Pays to Adver- 
tise,” a “billboard of immense size,” 
and continued: 

“TI have not been able to count all 
the nationally advertised articles 
spoken of by these characters; but 
some of them are the following: 

“Boston Garters, Arrow Collars, 
Manhattan Shirts, Colgate Cream, 
Gillette Razors, B. V. D.’s, Hart, 
Schaffner & Marx clothes, Listerine, 
Victor phonographs, Murad ciga- 
rettes, Florsheim shoes, Dobbs hats, 
Forhan’s toothpaste, and others. 

“But the most subtle thing is the 
brand, ‘13 Soap, Unlucky for Dirt.’ 
A trade-mark such as this does not, 
of course, exist; but I understand 
that Paramount has made the pic- 
ture for the purpose of making a 
trade-mark out of it. My informa- 
tion is to the effect that Colgate has 
offered $250,000 for it, and that 
Paramount is asking $500,000. I 
understand, in fact, that Paramount 
has decided to make a regular busi- 
ness of creating trade-marks and 
then selling them.” 


Predicts Revolt 


Mr. Harrison is opposed to spon- 
sored films and argues that a public 
reaction against advertising of this 
kind is inevitable. 

“Some of these days the picture- 
going public will revolt,” he pre- 
dicts, “and will throw rotten toma- 
toes on the screen in retaliation. 

“To prove to you how hostile are 
the picture-goers to advertising, open 
or subtle, let me call your attention 
to the fact that, in the RKO Special, 
‘Cimarron,’ which is shown at the 
Globe, this city, as a roadshow, the 
name ‘Texaco’ appears on a truck in 
the scenes that depict an oil field. 

“When this part of the picture is 
shown, the audience hums disap- 
provingly, in the same way as they 
have done at the Strand. A friend 
of mine, who saw the picture the 
other day, told me that he had heard 
those around him say: 

“*Ha-a-a-a! That’s an ad! Every 
picture has an ad nowadays!’ 

“And RKO has not received any 
money for it, as I have been in- 
formed reliably; it has been used 
only for atmosphere. But the pub- 
lic are so tired of subtle advertise- 
ments in pictures that they are now 
disapproving everything that looks 
like a paid advertisement. 

“It should be an education if the 
leaders of the motion picture indus- 
try go to these theatres to get the 
reaction of the public; they should 
save millions of dollars, for unless 
they discontinue the practice the box 
office receipts will dwindle to such a 


point that what profits they make 
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ADVERTISING AGE 


April 11, 1931 


out of the advertising reels and the 
subtle advertisements that are put 
into the features as well as the 
shorts will not make up the losses. 

“Many of them point out to the 
radio; they say that the public has 
become accustomed to it and do not 
protest. This is not so; they pro- 
test, by shutting off the radio or by 
switching to some other station. 

“But even if it were not so, the 
motion picture industry cannot be 
compared with the radio. The pub- 
lic are lenient toward radio because, 
although the radio entertainment 
costs thousands of dollars, they get 
it free; but they pay an admission 
price to see motion pictures.” 


Agency for Equipment 


The Collins-Martin Company, Chi- 
cago, sales agents for the Climax 
Roller-Washer for printers and the 
Sague inserting and mailing ma- 
chine, has placed its account with 
George J. Kirkgasser & Co., Chi- 
cago. 

Direct mail and business papers 
will be used for the washer, with 
national magazines, business papers 
and direct mail for the mailing ma- 
chine. 


Appoint Newell-Emmett 


The Bigelow-Sanford Carpet Com- 
pany, New York, has transferred its 
account to the Newell-Emmett Com- 
pany, New York agency. 


New Representatives 
The Rhodes, Weed, Stillwell, Lei- 
senring Company is a new publish- 
ers’ representative in New York, 
|following the reorganization of the 
| Rhodes & Leisenring Company. 
| The Eastern office of the W. D. 
| Boyce Company joins forces with the 
|/new company, which will also serve 
|The Pathfinder, Washington, D. C., 
}and the Fiction House Group. 


New Vice-President 
for J. W. Thompson 


Melvin J. Woodworth became a 
director and vice-president of the J. 
Walter Thompson Company, New 
York, April 7. He retains his own- 
ership of the New York News Bu- 
reau Association. 

The J. Walter Thompson financial 
office at 150 Broadway will shortly 
move to 1 Wall street. 


“National Jeweler” 


Changes Its Set-Up 
Effective with its April issue, Na- 
tional Jeweler, Chicago, became a 
free publication paper, mailed to 
every jewelry store in the United 
States. 
Instead of the 7 x 10 type page 
used heretofore, the paper now has 
a big pocket size of 45 by 6%. 


Change Show Dates 
The New York Shoe and Fashion 
|show dates have been advanced to 
| June 8-10. 


EX-PRESIDENT 
OF NALA.A. DIES 
AT WILMINGTON 


N. S. Greensfelder Succumbs 
to Pneumonia 


| Wilmington, Del., April 9—Nelson 
Sutro Greensfelder, advertising man- 
_ager of the Hercules Powder Com- 
| pany and nationally known authority 
/on industrial advertising, died here 
|Sunday morning, April 5. 

The end came suddenly after a 
short illness which quickly devel- 
oped into pneumonia. He is sur- 
vived by his widow, Grace Gleason 
Greensfelder, and _ seven - year - old 
son, Robert J., and by his parents, 
Judge and Mrs. J. B. Greensfelder, 
Kirkwood, Missouri. 

Mr. Greensfelder was born in St. 
Louis county, Missouri, March 20, 
1891. He attended Colorado Col- 
lege and later the Colorado School 
of Mines, graduating in “#913. as an 
Engineer of Mines. He entered the 


Ma Brown’s 
“Head for Business” 


Enter 


The € 


..- A Chicago 


a day! 


to dealers. 


. . « The Chicago market . . . Ma Brown Fruit 
Butters in six old-fashioned flavors . . . new fea- 
ture products of the Squire Dingee Company. 


ntering Wedge 


Elevated Advertising Campaign 


of dominating 2-sheet platform posters, opening 
with a teaset-series, appealing to boys and girls, 
men and women .. . to the tune of one million 


The ‘Reason 


. . . Continuous advertising covering metropol- 
itan Chicago area. . . . Continuous merchandis- 
ing service that contacts and sells merchandise 


Let us submit a plan of advertising and merchandising that will a} 
your product added distribution and retail sale in the Chicago market. 


Chicago Elevated 


Advertising Company 
509 S. FRANKLIN ST., CHICAGO 


WEBster 7788 


Nelson S. Greensfelder 


employ of the Hercules Powder 
Company as a salesman and demon- 
strator and upon showing ability as 
a writer and advertiser was trans- 
ferred to the home offices in Wil- 
mington. He became advertising 
manager in 1924. 
A number of his activities brought 
Mr. Greensfelder into national prom- 
inence. One of the organizers of 
the National Industrial Advertisers’ 
Association, he became its president 
in 1929 and represented the organ- 
ization at the world advertising con- 
vention in Berlin in that year. 


Directed Business Paper 


He was director of The Explosives 
Engineer, published by the Hercules 
Powder Company, a magazine of in- 
ternational circulation sponsoring 
safer and better methods of using 
explosives. Through The Explosives 
Engineer he was instrumental in in- 
stituting the National Safety Com- 
petition, annually awarding trophies 
to the winners of this competition. 
Under the U. S. Bureau of Mines, 
this safety movement has been re- 
sponsible for wide reduction in in- 
dustrial accidents. 

Mr. Greensfelder was active in 
Boy Scout work and was to have 
represented Delaware at the Na- 
tional Scout Council in Memphis in 
May. 

Other groups in whose activities 
he took a prominent part are Amer- 
ican Mining Congress, American In- 
stitute of Mining & Metallurgical 
Engineers, National Crushed Stone 
Association, National Safety Coun- 
cil, Pine Institute of America, Insti- 
tute of Makers of Explosives, and 
Association of National Advertisers, 
which he served as a director. 

The funeral was held April 8 from 
the residence of his parents in Kirk- 
wood, Mo. 


Open St. Louis Office 


Advertising Agencies Foreign 
Language Service, Inc., New York, 
has opened a St. Louis office in 
charge of F. F. Rimsa, vice-presi- 
dent. 


Legislatures 
Planning New 


Business Taxes 


With many state legislatures in 
session, numerous bills affecting 
national advertisers have been or 
will be introduced. 

At Lansing, Mich., a bill propos- 
ing a graduated gross sales tax on 
retailers has been introduced in the 
Michigan legislature. The measure 
is patterned after the Kentucky law, 
the validity of which is being ques- 
tioned in a court suit. 

At Salt Lake City, the Utah law 
prohibiting the advertising of cigar- 
ettes and tobacco on outdoor struc- 
tures or in street cars has been 
upheld by the State Supreme Court. 
The vote was 3 to 2. 

Lincoln, Nebr., voted to retain its 
municipal gasoline selling station, 
established six years ago through 
the efforts of Governor Bryan, at 
that time a member of the city coun- 
cil. Independent stations led the 
fight on its abolition, declaring it 
constituted unfair competition, be- 
cause it pays neither taxes nor rent. 
The voters turned thumbs down on 
this argument. 

Wisconsin may place a tax of two 
cents on cigarette sales. The as- 
sembly conservation committee of 
the state legislature at Madison has 
reported the Fronek bill, containing 
that provision, ready for passage. 
The bill is designed to produce 
$750,000 a year as a substitute for 
the tax now levied on general prop- 
erty. 

In New York City the Department 
of Health has issued a_ report 
embracing a plan “for the control 
of the sale of proprietary medi- 
cines.” The American Druggist re- 
marked that “in many respects the 
plan is as obnoxious as anything 
which has been offered in a long 
time. It seems to be something 
which Commissioner Shirley Wynne 
is sponsoring for the American Med- 
ical Association.” 

In California Governor Rolph has 
signed several bills tightening up 
administration of the gasoline tax, 
putting collection on a monthly in- 
stead of a quarterly basis and re- 
quiring companies to post bonds to 
guarantee payment. 

The Vermont house has passed a 
bill providing for a tobacco tax. 
The proposed rate is one-half cent 
on each five cigarettes and the same 
on each five cents of the retail value 
of cigars and tobacco. 


Typographic House 
Adopts New Name 


Creative Typographers, Inc., New 
York, has changed its name to Typo- 
graphic Designers, Inc., to avoid 
confusion with another company of 
the former name. 

There is no change in personnel 
or pclicy, Maurice M. Greenwald 
continuing as president. 


PLENTY OF RADIO SALES IN PROSPECT 
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ADVERTISING AGE 


VALUE FOR 1931 
DOLLARIS A.N. A. 
MEETING TOPIC 


Announce Program for Detroit 
Gathering 


New York, April 9—The program 
for the 22nd semi-annual meeting 
of the Association of National Ad- 
vertisers, to be held at the Hotel 
Statler, Detroit, April 27-29, has 
been completed by C. L. Bowman, 
of Stanco, Inc., chairman of the pro- 
gram committee, and Cliff Knoble, 
of the Chrysler Corporation, asso- 
ciate chairman, assisted by 27 other 
members. 


“How to Get 1931 Value for the 
1931 Advertising Dollar” will be dis- 
cussed from the angle of the maga- 
zine publisher, the newspaper pub- 
lisher, the business paper, the adver- 
tising agency, and the advertiser. 
There will, as heretofore, be a 
speakerless session and group meet- 
ings covering various mediums. The 
program: 


April 27 
Monday Morning—9:30 A. M. 


Lee H. Bristol, vice-president, 
Bristol-Myers Company, president, 
Association of National Advertisers, 
presiding. 

Opening Address: “Building Sol- 
idly for Permanent Prosperity,” B. 
E. Hutchinson, vice-president and 
treasurer, Chrysler Corporation. 

“How to Get 1931 Value for the 
1931 Advertising Dollar—From the 
Magazine Point of View,” Thomas 
H. Beck, vice-president, Crowell Pub- 
lishing Company, president, P. F. 
Collier & Son Company. 

“How to Get 1931 Value for the 
1931 Advertising Dollar—From the 
Newspaper Point of View,” John H. 
Fahey, publisher, Worcester Post 
(Former President, United States 
Chamber of Commerce). 


Monday Afternoon—-2:00 P. M. 


Stuart Peabody, The Borden Com- 
pany, vice-president, Association of 
National Advertisers, presiding. 

“How to Get 1931 Value for the 
1931 Advertising Dollar—From the 
Business Paper Point of View,” Wil- 
lard T. Chevalier, publishing direc- 
tor and sales manager Engineering 
News - Record (McGraw - Hill Pub. 
Co.) 


“How to Get 1931 Value for the 
1931 Advertising Dollar—From the 
Agency Point of View,’ Raymond 
Rubicam, president, Young & Rubi- 
cam, Ine. 


“How to Get 1931 Value for the 
1931 Advertising Dollar—From the 


Advertiser’s Point of View,” Allyn 
B. MclIntire, vice-president, Pep- 
perell Manufacturing Company. 


Monday Evening 
Banquet at 7:30. 
Toastmaster, President Bristol. 


“Russia,” Ray Long, 


editor, Cosmopolitan Magazine. 


April 28 
Tuesday Morning—9:30 A. M. 
Speakerless Session. 


P. J. Kelly, The B. F. Goodrich 
vice - president, 
Association of National Advertisers, 


Rubber Company, 


presiding. 


(1) Discussion of Questions 
raised by addresses made on Mon- 


day. 


(2) “Should an Advertiser Con- 
duct His Own Market Surveys?” 
Discussion Leader, Dr. D. P. Smel- 


ser, Procter & Gamble Company. 


(3) “How Can the Trading Area 
Discussion 
Leader—L. J. Kerlin, National Car- 


Principle Be Applied?” 


bon Company. 


(4) Open Forum. Members may 


president, 
International Magazine Company; 


IN NEW POST 


A. J. Kerin 


After serving the Western Elec- 
tric Company and Postal Telegraph 
Company, Mr. Kerin has been ap- 
pointed general sales manager of 
the International Telephone & Tele- 
graph Co., New York, representing 


Postal, Commercial Cables, All 
America Cables and the Mackey 
Radio & Telegraph Co. 


suggest additional topics for discus- 
sion. 


Tuesday Afternoon—2:00 P. M. 
W. A. Grove, 
Edison General Electrical Appliance 
Company, vice-president, Association 
of National Advertisers, presiding. 
“Story of a Complete Merchandis- 
ing Campaign of General Electric 
Refrigerators,’ W. J. Daily, man- 
ager sales promotion, Electric Re- 
frigeration Department, General 
Electric Company. 
Foilowing Mr. Daily’s talk the 
group meetings will be held. 


Group Meetings 


Coordinating Sales and Advertising 
(Presiding Officer to be announced 
later) 

“What the Advertising Depart- 
ment Can Contribute to the Educa- 
tion of Salesmen,” Cliff Knoble, di- 
rector of advertising, Chrysler Cor- 

poration. 
“Selling Advertising to the Sales 
Department” (speaker to be an- 
nounced later). 


Motion Pictures 


F. W. Kastner, advertising man- 
ager, Fruit Dispatch Company, pre- 
siding. 

“Motion Pictures as an Advertis- 
ing Medium,’ Eugene W. Castle, 
president, Castle Films. 

Showing of the all-color industrial 
talking film “Stepping Ahead,” 
J. W. Dunbar, Nela Park Sales Pro- 
motion Department, General Electric 
Company. 


Direct Mail 


A. T. Hugg, director of advertis- 
ing and sales promotion, Detroit 
Steel Products Company, presiding. 

“Coordinating Direct Mail with 
Other Media,” J. C. McG. Gries, 
vice-president, Manz Corporation. 


Tuesday Evening 
Radio Dinner Meeting at 6:30 P. M. 


Paul B. West, National Carbon 
Company, chairman A. N. A. Radio 
Committee, presiding. 


A round table discussion of radio. 


April 29 
Wednesday Morning—9:30 A. M. 


Cliff Knoble, Chrysler Corpora- 
tion, associate chairman A. N. A. 
Program Committee, presiding. 


“The Right Attitude Toward Ad- 
vertising,” S. Roland Hall, sales 
manager, Charis Corporation. 

“What Bankers Can Do to Further 
More Economical Marketing,” Wal- 
ter H. Johnson, Jr., vice-president, 
The Marine Trust Company, Marine 
Midland Group, Incorporated. 

“The Economic Expert Studies 
Price Cutting,’ Hugo Bell, vice- 
chairman, New York Board of Trade 
Fair Price Committee; assistant to 
president, Lehn & Fink, Inc. 
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A New Idea 


never hurt Anybody 


When a new idea catches on, 
who are we to keep it from you? 

The new department in Scrib- 
ners— ‘Straws in the Wind” — 
has been bringing in letters and 


getting the attention of editors. 


them and right here now in front 
of the class, we're going to tell 
you what the four are for April. 

The first is “The Business Cycle 
Hits the Home” by Grace Nies 


Fletcher and tells what happens 


If you weren't listening when 
we mentioned it several months 
ago, we repeat that each month 
we include four short and perti- 
nent articles showing which way 


life is heeding and what makes it 


when the white collar man loses 
his job. Mrs. Fletcher wrote the 
article ‘Home Is Where the Job 
Is’’ which brought so many let- 


ters and so many editorials. 


like that and what are we going 
to do about it. In reality they are 


on varied topics and readers like 


The second is by Judge W. S. 
Andrews and is called “The 
Constitution and Jerry.” It tells 
of the sweet disdain for law 
which existed in upstate New 
York during pre-Civil War days 
and if you can’t see the parallel 
and don't think it’s an important 
one, we give you up. 

The third by a college girl 
who did marry is about college 
girls who do not and why don’t 
they and what a mess it is. Per- 
sonally we are in favor of a cam- 
paign with a theme song: ‘‘I'm 
Going to Raise My Boy to Be 
Nice to College Gals.” 

The fourth by James A. Tobey 
is on “The Control of Human 
Sterility.” It gives the latest de- 
velopments in the medical cam- 
paigns to overcome childless 
marriages, and is an article of in- 
terest to thousands of families. 

Four “Straws in the Wind” 
which make April Scribner's a 
good magazine. And don't for- 
get the Complete novel by Mar- 
jorie Rawlings, the great find of 
the $5,000 contest. There hasn't 


been a better story in a long time. 


APRIL 


SCRIBNER'S 


FORD DEALERS 
BUY ANYWHERE 


The Ford Motor Company has 
lifted restrictions on dealers as to 
buying sources for service equip- 
ment, according to Automotive Job- 
ber Topics, Chicago, which reports 
that K. R. Wilson, “greatest of Ford 
protagonists, with a sales hook-up 
with Ford that passes all under- 
standing,” no longer has a strangle- 
hold on such business. 


“It is common knowledge,” said 
the automotive publication, “that the 
Ford Motor Company sponsors and 
recommends K. R. Wilson equipment 
to all of its dealer shops. It is said 
that Ford road men go so far as to 
take orders for it. 

“This practice is responsible for 
the belief that if the Ford dealer 
didn’t buy from K. R. Wilson his car 
dealer franchise would be jerked. 

“This situation may have existed 
once upon a time, but it has passed 
if we believe the statement of 
another manufacturer, who said, 
‘We have found that when Ford 
dealers refuse to be dictated to, the 


Ford Motor Company leaves them 
alone.’ 

“There may have been a time 
when the Ford policy was ironclad. 
However, the value of a successful 
dealer organization has crept into 
the picture with a lot of car makers 
since 1925, and perhaps this is the 
case with Ford. Today it seems that 
any restrictions heretofore imposed 
on dealers have been lifted to such a 
degree that buying from jobbers and 
other outside sources isn’t the crime 
it once was.” 


Modern Magazines 


Promote MacMarchy 

The Syndicate Publishing Co., 
New York, publisher of Modern 
Magazines, announces the appoint- 
ment of James T. MacMurchy as 
Western advertising manager. 

Mr. MacMurchy has been a mem- 
ber of the advertising staff almost 
since the inception of Modern Maga- 
zines. He will continue to make his 
headquarters at 540 N. Michigan 
avenue, Chicago. 


“New Jersey Life” 


Is New Publication 

New Jersey Life made its initial 
appearance at Plainfield N. J., with 
the April issue. George L. Alpers 
is the publisher, with Walter Mann 
and Staff, New York, providing 


counsel. 


Swanson Elected by 
Omaha Organization 


W. O. Swanson, vice-president of 
the Nebraska Clothing Co., was 
elected president of the Omaha Ad- 
vertising-Selling League April 6. 
Other officers: 

First vice-president, J. W. Barn- 
hart; second vice-president, Ford 
Bates; treasurer, Cleo J. Flowers; 
executive secretary, Fred Larkin, Jr. 

Section chairmen: retailers, L. B. 
Bethards; wholesalers, G. E. Mul- 
larkey; financial, Alvin Johnson; 
manufacturers, S. Barling; advertis- 
ing service, Morris Jacobs; live stock 
marketing, John Kresl; professional, 
Dr. Tennyson Harris and H. L. Fen- 
tress. 


Editors to Meet 
A conference with President 
Hoover will feature the Washington 
meeting of the National Conference 
of Business Paper Editors April 20. 
The editors will also confer with 
department chiefs. 


Moss-Chase Officer 


J. Jay Fuller, former head of the 
advertising agency of that name, has 
joined the Moss-Chase Company, 
Buffalo, as vice-president. 


Opens New Agency 
Mary Hulst, well known Omaha 
advertising woman, has formed her 
own agency in that city. 
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Social Pressure Areas 


James W. Young, active in adver- 
tising for years as an executive of 
the J. Walter Thompson Company, 
has created a striking new phrase 
in indicating situations which he will 
study in his advertising class work 
at the University of Chicago, where 
he is now a professor. He points 
out that “social pressure” is the 
force exerted on individuals tending 
to make them adopt certain stand- 
ards of conduct. 


The exploration and mapping of 
social pressures, Mr. Young ex- 
plained, will develop information 
which may be applied in advertising 
campaigns, enabling the advertiser 
to make use of conditions indicated 
by these studies. Here is certainly 
a new and intensely interesting field, 
and one which will yield a vast 
amount of useful information. 


However, the question which most 
advertisers would like to be able to 
answer is whether advertising is 
effective in reducing or increasing 
social pressure. In other words, is 
public opinion, which is the basis of 
the pressure exerted by social 
groups, actually formed or modified 
as the result of the ideas presented 
through advertising? And if so, is 
it not possible for advertising to be 
used as a major factor in develop- 
ing, increasing or reducing the effec- 
tiveness of social pressure as nor- 
mally exerted? 


Mr. Young pointed out that the 
general use of cigarettes by women 
is a striking indication of changes in 
social pressure conditions, since ten 
years ago this factor was exerted to 


prevent women from smoking, at 
least in public, and now the same 
force causes many women to smoke 
who might otherwise not conform to 
this custom. 


The question naturally arises, 
what part did advertising play in 
bringing this about? Was it a change 
which was coming anyway? Did the 
rapid development of freedom for 
women in the social as well as the 
political field presage the acceptance 
of tobacco by women as well as men? 
Or was it the force of advertising, 
making a powerful appeal that could 
not be denied, that brought about 
in ten years the striking reversal in 
social pressures which Mr. Young 
has noted? 


It is obvious that the condition 
which he is studying is not in any 
sense static. If a wholesale reversal 
can be introduced, as in the case of 
cigarettes for women, what are the 
possibilities along other lines? How 
far should the advertiser go in try- 
ing to overcome the prejudices 
against his product represented by 
social pressures, and how far to 
build up public opinion which in the 
end will create a definite exertion of 
social pressure in his behalf? 


Mr. Young undoubtedly has many 
of these problems in mind, and it 
will be interesting to see the results 
of some of the work which he and 
his classes undertake. It is pioneer- 
ing of a sort, and though much of 
the information is already at hand, 
original investigations will un- 
doubtedly uncover facts of great sig- 
nificance to advertisers. 


Trade Publications and 
Advertising Agencies 


Some business publishers are 
firmly convinced that advertising 
agencies are not interested in the 
use of their type of medium. They 
insist that the average agent is 
spending most of his time figuring 
out the use of mediums involving 
larger expenditures, because of the 
greater commission income involved, 
and that it is hopeless to try to get 
agency men to take real interest in 
business publication advertising. 


Publishers of this sentiment would 
hhave been interested in a recent in- 
cident which was recorded in the 
office of an advertising agency in the 
Middle West. This particular agency 
is not especially large, but it is noted 
for the fine quality of its work. It 
represents a number of advertisers 
of importance, and while its opera- 
tions may not be taken as typical in 
every respect, they are at least in- 
dicative of what is going on in the 
field. 


In this case the layout for a front- 
cover advertisement scheduled for 
publication in an early issue of a 
dealer publication was being criti- 
cally examined by several of the ex- 
ecutives of the agency, including its 
head. The questions of color, of 


illustration, copy appeal and type 
were being given serious considera- 
tion, and the comment of one or two 
visitors who were interested in the 
field under discussion was sought. 
There was really serious discussion 
of how to make this advertisement, 
which represented a cost of only a 
few hundred dollars, do the most 
possible good. 


“This advertiser,” the agency man 
explained, “is not quite ready for 
consumer advertising. He lacks dis- 
tribution. We are helping him to 
build up his list of dealers, and to 
get merchants in this line better ac- 
quainted with what he has to offer. 
The trade publications are playing 
an important part in the advertising 
program of this company, and really 
represent the foundation of all we 
hope to do in the future. 


“If the merchandising papers do 
a good job, and if we succeed in 
getting the distribution we need, we 
shall be ready to take on a list of 
consumer mediums early this fall. 
Looked at from this angle, the trade 
publication can be considered logi- 
cally as a business-builder for all 
other types of mediums, and so it is 
regarded in this office.” 


(nformation for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


234. Analysis of City Circulation, 
Lincoln, Nebraska. 

This survey, published by the Lin- 
coln Journal, breaks down the paper’s 
circulation in the 14 districts of the 
city. The characteristics of these 
districts are described and represen- 
tative homes pictured. The informa- 
tion, which is summarized on a map, 
includes the number of families in 
each district, an analysis of new car 
registration for 1929 and 1930 and 
daily and Sunday coverage. 


236. How the “Review of Reviews” 
Influences Business and Com- 
munity Leaders. 

This folder, published by the Re- 
view of Reviews, New York, shows 
that 42 subscribers hold 575 direc- 
torships in 477 leading corporations. 
Their names and business connec- 
tion are listed. 


237. From Footlights to Micro- 
phone. 

In this booklet, the Theatre Maga- 
zine Radio Bureau, newly organized 
to aid the sponsor of commercial 
radio programs, describes its scope, 
personnel and facilities. A fact 
brought out is that successful com- 
mercial programs result from a 
knowledge of what is “good theatre” 
plus an intimate experience in adver- 
tising practice. Published by the 
Theatre Magazine Radio Bureau, 
Inc., New York. 


238. Where They Live. 


A 10-page booklet published by the 
J. Walter Thompson Company, New 
York, in which Paul T. Cherington 
makes the new census figures excit- 
ing to the sales-minded. They show 
that our growing population is more 
than ever inclined to concentrate in 
metropolitan areas and _ districts 
made attractive by rich natural re- 
sources and pleasant living condi- 
tions. This expert discusses its 
significance to the advertiser. 


239. To Serve You. 


A profusely illustrated booklet 
describing the service available to 
advertisers through the National 
Register Publishing Co., New York, 
publishers of the Standard Advertis- 
ing Register and National Advertis- 
ing Records. 


240. If These Are the Right Ques- 
tions. 

As a test for rating magazines, 
this booklet, published by the Amer- 
ican Legion Monthly, Indianapolis, 
lists eight practical questions, the 
answers to which should establish 
the advertising value of any maga- 
zine. In demonstrating how the 
questions should be answered, the 
magazine tells its own story. 


236. The New Mode in Printed 
Selling. 

This 32-page booklet is one of the 
first to be printed in colors in sheet- 
fed gravure. It is full of interest- 
ing examples of the use of this new 
process, showing it both in two col- 
ors and in more elaborate color 
printing, some carrying the full 
effect of four-color process printing. 
There is an indication of new possi- 
bilities for effectiveness and economy 
in color printing in many of the re- 
productions. Published by The Sea- 
man Paper Company, Chicago. 


232. Church Building Plans for the 
Future. 

This report on the church building 
situation by Dr. Henry Edward 
Tralle, prominent church building 
consultant, is available through 


Church Management, Cleveland. It 
presents an optimistic viewpoint 
based on the fact that church build- 
ing has lagged proportionately for 
15 years, that congregations have 
money, that the majority of present 


THE NEW 


AMBITION 


; PVORY 
‘| SOAP 


yo". DURE 


“But Mommy, Jimmy said maybe it would make a cover for 


Life!” 


Voice of the Advertiser 


Says Two Wrigleys 
Will Stick Together 


To the Editor: I wish to correct 
the statement in the April 4 issue of 
ADVERTISING AGE that the J. Walter 
Thompson Company will handle the 
entire advertising account of the 
William Wrigley, Jr., Company. 

We still and will handle all of that 
company’s outdoor advertising. 

CHARLES W. WRIGLEY 
Pres., Charles W. Wrigley Co., 
Chicago 
* * * 


Transportation Folk 


Are More Aggressive 

To the Editor: We quote from 
your column, “Rough Proofs” of 
March 15: 

“Railroads, the traffic manager of 
the Pennsylvania says, require more 
aggressive salesmanship. Well, I’m 
open to a demonstration ride on the 
Broadway Limited.” 

While our picture, “The Broadway 
Limited,” is not playing in Chicago 


structures are outmoded by new 
edifices, and that there is a move- 
ment toward church buildings suit- 
able for more uses than worship 
alone. 


230. Do Women Read “Fortune”? 


Answers to a questionnaire prove 
that all but 11 per cent of the wives 
of subscribers read Fortune. Good 
editing, which included a tabulation 
of adjectives, has made the report 
more useful to advertisers interested 
in the reading tastes of cultivated 
women. Published by Time, Inc., 
New York. 


233. “Time” for Concentration. 
This 96-page booklet from Time, 
New York, gives facts about read- 
ers’ 1931 buying plans, their buying 
habits, the sort of people they are, 
and the costs of reaching them in a 
concentrated campaign. The illus- 
trations are sermons in pictures that 
no advertiser can afford to miss. 


just now, another sound motion pic- 
ture, “Coast to Coast in 48 Hours,” 
which we produced for TAT, is be- 
ing shown at the Art Cinema Guild 
from April 4 to 10. 

If you can find time see this pic- 
ture during this period, we are sure 
you will find it interesting. 

EpWarp F. STEVENSON 
Pres., Visugraphic Pictures, Inc., 
New York 


* * * 


Mr. Schaphorst Boils 


Down Reasons Why 

To the Editor: I have before me 
a small folder gotten out by a spe- 
cialty manufacturer (of course I 
mustn’t mention any names) giving 
eight “reasons” why the product 
should be used. They are: “saves 
time, saves labor, less work, no 
worry, no trouble, lower costs, more 
profits, better results.” 

On analyzing these reasons, any 
thinking person will immediately see 
that the first three “reasons” are one 
and the same thing. Likewise, “no 
worry” and “no trouble” mean about 
the same. “Lower costs” and “more 
profit” are the same. 

In other words, there are only 
four reasons why the product should 
be used. 

W. F. SCHAPHorsT, M. E. 
Newark, N. J. 


* * * 


Free: One Mighty 
Monarch of the Air 


To the Editor: Rehearsals are in 
full swing for the Ad-Follies Broad- 
cast to be given April 14 by the 
Women’s Advertising Club. 

Your “Copy Cub” might find 
something mirthful in the news that 
we are going to give away a Ma- 
jestic radio, complete with tubes. I 
feel as though there were a quip 
somewhere there in connection with 
a “broadcast.” 


GENE McCaIc 
Loftis Bros. Co., Chairman, 
Publicity Committee 
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ADVERTISING AGE 


PAST POLICIES 
EMPHASIZED IN 
NEW PORTFOLIO 


Tidewater Capitalizes Advertis- 
ing Record 


New York, April 9.—Business men 
in every line now realize that con- 
sistency is a requisite to successful 
advertising. Dealers to whom expen- 
sive portfolios are displayed are 
inclined to comment: “This year’s 
advertising looks great, but what 
did you do last year and the year 
before?” 

That is why the Tidewater Oil 
Sales Corporation, in opening the 
greatest advertising campaign in its 
history, included not only the cur- 
rent copy, but that for many years 
back, in its portfolio for dealers and 
others. The copy shown in the cur- 
rent portfolio dates as far back as 
1916, when the company first joined 
the ranks of national advertisers. 
Outdoor and direct mail, as well as 
publication copy, is featured. 


The campaign is in behalf of New 
Veedol motor oil, claimed to have 
been developed only after five years 
of research by the company’s engi- 
neers at a cost of $5,000,000 and 
this fact provided the intriguing 
head: 


“The first quart cost $2,000,000, 
but you pay no premium for the 
New Veedol.” 


Two spreads in four colors ap- 
peared during March in the Satur- 
day Evening Post, the Literary 
Digest, and Collier’s, and a third is 
scheduled for April. These will be 
followed by a series of ten similar 
advertisements in the same maga- 
zines during the next few months. 


Four New Points 

Four extra advantages are claimed 
for the new oil: (1) That it is 99.1 
per cent carbon-free; (2) That new 
heat-resisting qualities give it 
greater endurance; (3) That it is 
free-pouring even in zero weather; 
and (4) that its purity is proved by 
the fact that a newspaper ean be 
read through it. 


The new 26-page portfolio is 
printed in two colors on heavy 
enamel stock with the cover in three 
colors. It is illustrated by enormous 
half-tones, one of which is a spread 
of 24 by 36 inches showing a bird’s- 
eye view of the 143-acre Tidewater 
plant and refinery at Bayonne, N. J. 


The company explained in its port- 
folio that in 1926 it decided to throw 
its entire resources back of the pro- 
duction of a 100 per cent Pennsyl- 
vania oil—to have the highest 
viscosity index, to lubricate perfectly 
at sub-zero temperatures, and to 
have the lowest carbon content of 
any Pennsylvania motor oil in the 
world. Engineers and technologists 
on the Tidewater staff drew up 
definite specifications for the new 
product and started their research, 
inventing precision machines to test 
their progress. 

“They charted, experimented and 
explored the structure of motor oils,” 
the explanation continues. “They 
specified and installed new equip- 
ment that has no counterpart in any 
other refinery. One inherent defect 
after another, always considered im- 
possible to remove, fell before their 
initiative and skill. And little by 
little they brought down the pour 
point, increased the viscosity, took 
out the carbon and the wax, and put 
the New Veedol not only years ahead 
of any other motor oil, but ahead of 
every demand that will be made by 
motor designers for years to come.” 


Digging Into Past 


This research cost the company 
$2,000,000 in new equipment. Mil- 
lions more will be spent in advertis- 
ing, the company asserting that “no 
other 100 per cent Pennsylvania oil 
has ever come upon the market with 
the merchandising and advertising 


New Bank Plan 
Works Two Ways 


Portland, Oreg., April 9.—In 
co-operation with retail deposi- 
tors, the Northern Savings and 
Loan Company has announced 
it will credit new savings ac- 
counts with $5, provided the 
customer first spends $25 with 
any of certain designated 
dealers. 

The merchants’ only expense 
is to print booklets showing 
the expenditures of candidates 
under this plan. 


power that will be thrown behind 
the New Veedol.” 

Dealers are told in the portfolio 
that “As Tidewater’s engineers and 
technologists brought the New Vee- 
dol closer to perfection, another plan 
began to take shape. This was the 
plan of presentation—the working 
out of a logical and vigorous intro- 
duction to the motoring public. But 
before we outline the plan let us 
recall to your mind that the name 
‘Veedol’ has already acquired a re- 
markable prestige in the minds of 
motorists. It has a tremendous ad- 
vertising and sales value. ; 

“For 15 years this name has been 
steadily advertised. For 15 years 
Veedol has been distributed nation- 
ally. Every known medium has been 
used. More than $20,000,000 has 
been spent by Tidewater to establish 
Veedol as a dependable and high- 
grade product.” 

This was followed by reproduc- 
tions in full size of the current 
advertising, with an outline of the 
campaign and the magazine schedule 
for the next few months. Posters 
and banners to be used in outdoor 
advertising also were pictured, 
stressing the slogan of the new 
product: “100 Per Cent Pennsyl- 
vania Made 100 Per Cent Better.” 

Signs and strippers are also fur- 
nished dealers for outdoor use, with 
four-page leaflets in two colors for 
direct mail. Another piece furnished 
for mailing is a Lubrication Guide, 
describing the what, when and where 
of lubrication, including 72 chassis 
diagrams based on factory recom- 
mendations. 

When nation-wide distribution has 
been obtained, newspapers may be 
added to the list, at least in the 
larger cities. 

Lennen & Mitchell are handling 
the new campaign, R. A. Smalley 
being the account executive. 


Eighth District 
Meets May 21-23 
at Minneapolis 


Minneapolis, Minn., April 9.—The 
Advertising Club of Minneapolis will 
act as host to the Eighth District, 
Advertising Federation of America, 
at its annual meeting here May 
21-23. 

Ward H. Olmsted, president of 
Olmsted-Hewitt, Inc., advertising 
agency, and head of the Advertising 
Club of Minneapolis, is waging a 
campaign designed to win the in- 
terest of constituent clubs in the 
forthcoming meeting. 

“Registrations will be handled 
Thursday afternoon and the conven- 
tion will open with a dinner that 
night,” said Mr. Olmsted in discuss- 
ing the plans. 

“We have been fortunate in secur- 
ing the co-operation of the Minneap- 
olis Society of Fine Arts in opening 
the Minneapolis Art Institute to our 
convention. With the background of 
the Art Institute, we are building a 
well rounded exhibition of advertis- 
ing work. 

“We will have material from the 
American Institute of Graphic Arts, 
the Art Directors’ Club of New 
York, the Direct Mail Advertising 
Association and other sources.” 

W. H. McGenty, publisher of the 
Stock and Dairy Farmer, Duluth, is 
governor of the Eighth District. 


Seattle Florists 


Use Co-operative Copy 
Florists of Seattle have adopted 
a co-operative advertising campaign 
to sell flowers for home as well as 
personal decoration. 
Local newspapers will be used for 
the most part. 


Can you imagine what 


bE 


an archeologist will 


think of Harkness Hall 2,000 years from now? 


The Egyptians taught us 


Thirty years ago we 
could wear long hair 
and sport chin whiskers 


lay brick 6,000 years ago— 
and we haven't learned any- 
thing new about it since 


So we labored under 
data the experts sent 


to 


Hearst 


Mecteses 


“The best talk Mr. Corbet! ever gave” 


» « « said members of the Producers’ 
Council of New York. When 
this speech by Harvey Wiley 

Corbett, F. A. |. A., was reported in 

AMERICAN ARCHITECT, it was illustrated 

with these attention-arresting sketches. 


e 

Mi agazines 

MOTOR — AMERICAN DRUGGIST — AMERICAN ARCHITECT — AROMATICS 
57th Street at Eighth Avenue, New York, N. Y. 


ARCHITECTS USE 
NEWSPAPER COPY 


Indianapolis, Ind., April 9.— 
Backed by Indiana building inter- 
ests, the Indiana Society of Archi- 
tects has concluded the first phase 
of what is described as the first 
“adequate” campaign ever staged in 
behalf of the architect. The cam- 
paign ran for ten weeks during the 
spring and will continue for the 
same period in the fall. This plan 
will be followed for at least four 
years. 


The copy, which ran in Indiana 
newspapers, was prepared by the 
L. W. Ramsey Company, Davenport, 
Ia. It was based on a realization 
that sufficient funds should be guar- 
anteed to insure a long-time effort; 
that co-operation among all factors 
in the industry was necessary and 
that the copy should appeal to the 
prospective builder through his 
pocketbook. 

The idea back of the campaign is 
that tremendous sums are wasted by 
faulty and uneconomic construction, 
and that this fact, emphasized often 


enough, would convert everyone to 


ARCHITECTS’ SEAL 


the belief that the architect saves 
more than the fee he charges. 

The Society has made its insignia 
available to all contributors. 

The advertising has attracted wide 
attention, suggesting that a similar 
campaign may eventually be waged 
on a national scale. 


Name Porter-Eastman 


The Globe Oil & Refining Co., Chi- 
cago, has appointed the Porter-East- 
man Company, of that city. News- 
papers and outdoor advertising will 
be used. 


Start “Oregon Golf” 


Oregon Golf has begun publication 
at Portland. C. C. Crow being pub- 
lisher and R. B. Laing editor. 


Group Products 
Under Trade-Mark 


The Allegheny Steel Company 
will use “Allegheny” in connection 
with all products in the future. The 
whole group of chromium and chro- 
mium-nickel alloys will be sold under 
this trade-mark, as will the alloys 
hitherto marketed as “Ascoloy.” 

The change of policy followed a 
survey indicating there are 104 
trade names in the alloy field. 


Open New Offices 


Barlow, Feeley & Richmond, 
agency of Syracuse, N. Y., will move 
to the new Syracuse building this 
month. 

The New York offices also will be 
moved from 580. Fifth Avenue to the 
Chrysler building. 


Agency for Gears 


The McLain Organization, Phila- 
delphia, will handle the account of 
the Philadelphia Gear Works, effec- 
tive May 1. Business papers and 
direct mail will be used. 


Joints Altorfer 


M. J. Broderick, Los song 4 
president of the American Ironing 
Machine Co., Chicago, has been 
placed in charge of the ironer sales 
division of Altorfer Bros. Co., Pe- 
oria, Il. 
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no greater 


where at 


QM, P 


No finer circulation, 


power available any- 


QM, P 


Quality Magazines, Preferred -:- Atlantic, Current History, Harpers, Scribner's 


purchasing 


any price 


ONE ORDER 
ONE PLATE 
ONE BILL 

ONE RESULT 


Hotel Creates | 
Select Rank of © 


Charter Guests 


New York, April 9.—Ralph Hitz, 
enterprising managing director of 
the Hotel New Yorker, has created 
a new order of “charter guests” of 
that hotel, who are given cards to 
prove that they rank as stated. 

The cards also indicate that the 
holders are entitled to every courtesy 
that any member of the hotel staff 
can possibly extend. 

The cards are distributed in a let- 
ter signed by Charles D. Schreiter, 
chief assistant manager of the New 
Yorker, reading as follows: 

“The boss called me ‘on the carpet’ 
last night. 

“He said you were a guest here 
almost ten months ago and that you 
hadn’t been back, although he had 
written you a couple of times. 

“Mr. Hitz is afraid that something 
might have happened to alienate 
your loyalty to The New Yorker. 


“‘Almost all of our guests do re- | 
turn,’ he said, ‘so I simply can’t | 
understand this case.’ 

“Of course, I gave him the alibi | 


last visit here, but he insists that I 
find out about you. 

“I know this is asking a lot, but 
won’t you please write and tell me 
the reason. You will really be help- 
ing us to serve you and our other 


| guests better if you noticed any flaw 


in our service that we can correct. 
A stamped envelope is enclosed for 
your reply.” 


193 Candidates 
for Capper Award 


No fewer than 193 nominations 
have been made for the 1931 Capper 
Award of $5,000 and a gold medal. 
F. D. Farrell, president of Kansas 
State College, is chairman of the 
committee, which will meet in June. 

Other members are Frank O. Low- 
den, ex-Governor of Illinois; Carl 
R. Gray, president, Union Pacific 
Railroad; John H. Finley, associate 
editor, New York Times; Dr. H. A. 
Morgan, University of Tennessee; 
Dr. W Swingle, U. S. Depart- 
ment of Agriculture, and James T. 
Jardine, Oregon Agricultural Ex- 
periment Station. 


Jersey Papers Merge 
The Lakewood Sun and Toms 
River Sun have merged as the Toms 
River (N. J.) Sun. 
The Thomas F. Clark Company 
will serve the paper in the national 
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is ‘a Charter Guest and is entitled to every 
courtesy that can possibly be extended by 
any member of The New Yorker's staff. 
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IT SEEMS THAT 
GEORGE STEELE 
WENT TO BOSTON 


Advertising Post of Legion Is 
Inventive Host 


Boston, Mass., April 9.—‘Do your 
stuff—then duck!” 

This may well be the advice to 
those contemplating a trip to Boston 
to address the Crosscup-Pishon Post 
(Boston Advertising Men’s unit) of 
the American Legion. It seems that 
this post, like most of the others 
comprising the American Legion is 
—well, not too formal. 

The latest victim of the antics of 
the Crosscup-Pishon Post was none 
other than George C. Steele, business 
manager of the Philadelphia In- 
quirer and Public Ledger and adver- 
tising director of the five Curtis- 
Martin Newspapers in Philadelphia. 

Mr. Steele came to Boston with a 
perfectly good address on newspa- 
per advertising and he actually got 
a chance to deliver it at the Post’s 
Newspaper Advertising Day lunch- 
eon at the Bradford Hotel. 

At the conclusion of Mr. Steele’s 
talk, Major Dustin S. Lucier, pub- 
lisher of a group of Massachusetts 
daily and weekly newspapers, rose 
and objected violently to having 
speakers from outside of Boston, 
holding that there are plenty of good 
ones right here at home. In the 
ensuing uproar, Major Lucier re- 
signed his membership in Crosscup- 
Pishon Post and left the room in 
high dudgeon, slamming the door 
behind him. 


Dons Long Beard 


He soon returned, however, dis- 
guised with a beard, shouting 
“Extra, Post Loses Best Man,” and 
distributing copies of the “Boston 
Inquirer-Ledger,” which scooped all 
contemporaries by having in type a 
full account of the disturbance be- 
fore it happened. 

Evidently,’ the copy desk and the 
reporter were divided in their 
loyalty. The former gave this head 
to the story: 

“Post Loses Best Man by Resigna- 
tion. Row starts when Commander 
Hines (the little runt) gives prefer- 
ence to Sleepy City gas men and 
refuses to permit prominent local 
member to speak.” 

And it added as a final touch, 
“Hell to pay.” 

The reporter wrote: 

“Amid the jeers and hisses of his 
former comrades of the World War, 
Major Dustin S. Lucier today re- 
signed from the Crosscup-Pishon 
Post of the American Legion, after 
grossly insulting the guest of honor, 
and all of those present resigned 
from the Post,” etc., ete. 

At this juncture, it began to dawn 
con the meeting that somebody was 
fooling. 

Among other features of this 
special edition, dedicated largely to 
the gentlemen from Philadelphia, 
were a number of advertisements in 
the modern vein, including one from 
the Dorrance, Kenyon Company, 
which warned readers: “Don’t go 
to other advertising agents to get 
cheated. Come to the Dorrance, 
Kenyon Company—also a fine line 
of cigars, cigarettes and gin.” 


Two Other Victims 


Accompanying Mr. Steele on his 
historic jaunt to Boston were Dr. 
Franklin R. Call, merchandise direc- 
tor of the five Curtis-Martin News- 
papers of Philadelphia, and Gordon 
Chelf, national advertising director 
of those papers. 

Commander Paul H. Hines, who 
presided, introduced the following: 

Vice-Commander Hal R. Mce- 
Namee, of Richardson, Alley & 
Richards; Vice-Commander Edward 
C. Edwards, “who made Za-Rex fa- 
mous;” Vice-Commander Will A. 
Davenport, of the Conde Nast 
Publications; Charles Rogers, adver- 
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Boston’s welcome to Mr. Steele, as pictured by the “Inquirer- 


Ledger.” 


tising manager of the Boston Tran- 
script; Harry Tobey, business man- 
ager of the Boston American; Leon 
Arkin, New England manager of the 
Jewish Daily Forward; Joseph Bor- 
gatti, representative of the foreign 
language papers; Joe Di Pesa, the- 
atrical agent, and Moseley Taylor, 
advertising manager, Boston Globe; 
Norman S. Rose, advertising man- 
ager of the Christian Science Moni- 
tor, and Louis Gibbs, president of 
the Advertising Club of Boston. 
Special tables were reserved for 
members of the Advertising Club of 
Boston, Boston American and Ad- 
vertiser, Globe, Herald - Traveler, 
Pilot, Transcript, Christian Science 
Monitor, Jewish Advocate, Lantern 
Club, and Philadelphia Inquirer and 
Public Ledger. The program was 
broadcast from station WBZ through 
the courtesy of George A. Harder. 


Art Dealers 
Give O. K. to 


Instalments 


New York, April 9.—The Ameri- 
can Art Dealers’ Association gave 
its official approval to instalment 
sales of art at a meeting here this 
week. 

F. Howlin Price, president of the 
association, said a survey determined 
instalment selling of art is a thor- 
oughly sound practice. 

Instalment selling formerly was 
limited to a few old and _ tried 
clients, collectors of important and 
expensive works, Mr. Price explained. 
The survey shows, he continued, that 
among the galleries that make in- 
stalment selling a general practice, 
fully 85 per cent of such business is 
done with clients whose yearly pur- 
chase averages not more than $5,000 
and sometimes less than a few 
hundred. 

Among those galleries whose vol- 
ume of business is done with young 


collectors, chiefly of contemporary | 


work, more than half of the sales 
are on the instalment plan. 

“Only a few years ago,” Mr. Price 
said, “art collecting became an im- 
portant interest in a man’s life only 
after he had retired from business 
and settled down to a life of leisure. 

“Nowadays, however, the purchase 
of paintings and sculpture is a part 
of the interest of every intelligent 
person from his college days onward. 
This fact has helped to make the 
instalment plan an imperative part 
of the art business.” 


Scripps-Howard 
Buy El Paso Paper 


The Scripps-Howard Newspapers 
have bought the El Paso (Texas) 
Herald and consolidated it with the 
Post as the El Paso Herald-Post. 

Contracts with the El Paso Post 
will be carried out to expiration, 
the morning or Sunday Times run- 
ning its copy as usual and the Her- 
ald-Post taking over the evening 


copy originally intended for the Eve- 
ning Herald. 


Always One Best 
Artist for Any 
Given Picture 


New York, April 9.—Sid. L. Hyde- 
man, art director of Redbook, re- 
cently went on the air over 32 
stations of the Columbia Broadcast- 
ing System to tell about “Making a 
Magazine from the Art Editor’s 
Viewpoint,” and his paper liked his 
address so well it has issued it in 
booklet form. 

Mr. Hydeman gave this hint about 
getting the right illustrator for the 
job: 

“An artist need not have lived in 
every land he draws. But he must 
have the feeling of having lived 
there. If I want a stirring scene in 
the great North Woods, I might 
choose for the artist a young man 
who has always lived with his 
maiden aunt in Brooklyn, because 
he has a love for the North Woods 
and has probably read about the 
subject at great length and studied 
all of the details. 

“In other words, he has great 
sympathy and feeling for that part 
of the country and will do a more 
convincing picture of it than a man 
who has been there and did not use 
his eyes.” 

Here is Mr. Hydeman’s word-pic- 
ture of what modern illustrations 
should be: 

“They musn’t be still lifes—they 
must live and have red blood in 
them. They must move and make 
their pages move, so that you get 
the impression of life. 

“The picture must be human— 
none of your ultra-modernistic ladies 
who look like hard-boiled eggs with- 
out vitality! They must not only 
‘be human but be in good design. 
|Designs are more satisfying to the 
|eye—they complete a picture. That 
‘is why so many Redbook illustra- 
| tions combine human beings in geo- 
| metrical patterns.” 


| Echternach with 


Thompson on Coast 

A. V. Echternach has resigned as 
vice-president of Smith & Ferris, 
Los Angeles agency, to join the Los 
Angeles office of the J. Walter 
Thompson Company. 

During the war, Mr. Echternach 
served as press officer at First Army 
field headquarters, his duties being 
to co-ordinate reports of battle 
overations and to act as liaison 
officer for war correspondents. 


Issue Manual on 


Merchandise Control 
The Merchandise Managers’ Divi- 
sion of the National Retail Dry 
Goods Asscciation has issued a “Mer- 
chandise Control Manual.” 
The new volume is said to be the 
first to cover merchandising control 
practices of successful stores. 


Syndicate Chief Dead 


Charles H. Vanderhoof, manager 
of the syndicate department of the 
New York Times for 20 years, died 
. A city this week at the age 
0 ; 
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April 11, 1931 


ADVERTISING AGE 


A Statement 
of Policy 


concerning 


LIBERTY 
MAGAZINE 


by Macfadden Publications, Inc. 


N April 1, 1931, the Macfadden Publications, Inc., 
purchased Liberty Magazine. The issue of April 4, 1931, 
was the first issue under this company’s ownership. 

The acquisition of Liberty came as a logical step in the 
growth of the Macfadden organization. Since the establishment 
of Physical Culture Magazine in 1898, the Company has em- 
braced as a basic editorial policy the publishing of material of 
fundamental human appeal, attuned to the tempo of American 
progress and keyed to the language of the average man and 
woman 

The inevitable result has been the tremendous voluntary 
newsstand demand for Macfadden magazines which has made 
intensive subscription effort unnecessary. True Story, at twenty- 
five cents, bought by more than 2,000,000 families over the 
newsstand every month, has achieved the greatest voluntary 
readership ever accorded to any publication at any price. 

Second only to True Story in voluntary public demand is 
Liberty Magazine, with nearly 1,500,000 copies bought over 
the newsstand and almost 1,000,000 copies bought from boy 
representatives. 

As True Story has received the greatest public tribute in 
the monthly field, so has Liberty, in the weekly field. It is only 
natural, therefore, that Liberty should find a logical place in 
the Macfadden organization and that the basic editorial policies 
responsible for Liberty's record public acceptance should be 
continued under the Macfadden ownership. 

Mr. Sheppard Butler, Executive Editor of Liberty, continues 
his administration in the Macfadden editorial offices at 1926 
Broadway, New York City, under the supervision of Mr. 
Fulton Oursler, Editor-in-Chief of the Macfadden Publications, 
Inc. He plans for the continued expansion of Liberty’s proved 
editorial policies to the end that Liberty readers will receive 
greater value and satisfaction with every issue. 


Liberty's advertising staff, which has so thoroughly demon- 
strated its faith in the magazine, will operate from the Mac- 
fadden advertising headquarters in New York Chicago, Detroit 
and Boston. The executive personnel of Liberty under Mr. O. 
J. Elder, President of Liberty Publishing Corporation, Mr 
Harold A. Wise, Vice-President in charge of Advertising Sales, 
and Mr. Carroll Rheinstrom, Vice-President in charge of Adver- 
tising Promotion, will be retained as follows: 


Mr. Nelson R. Perry, Assistant Advertising Manager 
420 Lexington Avenue, New York City 


Mr. Waldo B. MacLean, Eastern Manager 
420 Lexington Avenue, New York City 


Mr. Ray Clark, Western Manager 
333 North Michigan Avenue, Chicago 


Mr. Fred Ewald, Detroit Manager 
Fisher Building, Detroit 


Mr. Samuel A. Gardner, Boston Manager 
Little Building, Boston 


The Liberty Advertising Department will continue to pre- 
sent the natural advertising advantages offered by the maga- 
zine and at the same time will give more intensive study than 
ever before to the many marketing opportunities which must 
inevitably be present in a publication possessing so vast a vol- 
untary reader allegiance. 

The Macfadden Publications, Inc., is happy to assume these 
combined tasks of helping to forward the editorial achieve- 
ment so successfully established and attempting to determine 
and interpret the full advertising-merchandising significance 
of this achievement to advertisers and their advertising agencies. 
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—THEY THRE 


*ADVERTISING IN MODERN MAGAZINES 
IS MAKING THESE 
FAST SELLERS SELL FASTER 


ACME ICE cohen FREEZER 
BEECHNUT FRUIT DROPS 
BEECHNUT GUM 
BLONDEX SHAMPOO 
BLUE WALTZ PERFUME AND BRILLIANTINE 
CADDO PRODUCTIONS 
CARRONA 
CHESTERFIELD CIGARETTES 
CLEANLINESS INST. 
CLOPAY WINDOW SHADES 
DENNISON MFG. COMPANY 
DEUBENER’S SHOPPING BAGS 
DIAMOND E. FRESH AIR WINDOW VENTILATORS 
ENGEL aoe | CORNERS 
F. O. NAIL POLISH 
FOLEY’S HONEY H TAR COMPOUND 
FOX MOVIETONE PICTURES 
HEATHER COSMETICS 
HOPE DENTURE CLEANSER 
JEAN HAIR NETS 
JO-CUR HAIR PREPARATIONS 
JUST-RITE PUSH CLIPS 
KELLOGG’S ALL BRAN 
KISSPROOF INDELIBLE LIPSTICK 
KLEEN-O HANDY WRINGER MOP 
KOREMLU 
LIFEBUOY HEALTH SOAP 
LIFEBUOY SHAVING CREAM 
LIFE SAVERS 
LINIT 
LUCKY STRIKE CIGARETTES 
MAYBELLINE 
METRO-GOLDWYN-MAYERJPICTURES 
MODESS 
NESTLE COLORINSE 
NESTLE SUPERSET 
NILCO LAMPS 
NOBLE LADx HAIR NETS 
OKAY RADIO TUBES 
OLD GOLD CIGARETTES 
OTHINE FRECKLE CREAM 

OUTDOOR GIRL FACE POWDER 
PHANTOM BROW 
PHANTOM RED LIPSTICK 
QUARTER A MOWTH FICTION CLUB 
RADIANT FURNITURE POLISH 
REICH-ASH COMPACTS & LIPSTICKS 
RINSO 
hiT 
R. K. O. rf CTURES 
SEM-PRAY FACE POWDER 
SIVAM MANICURE PREPARATIONS 
STA-RITE HAIRPINS 
STILLMAN’S FRECKLE CREAM 
TANGEE LIPSTICK 
TANGER ROUGE 
TINTEX 
TYREE’S ANTISEPTIC POWDER 
VELDOWN 
WILDROOT LIQUID CLEANSING CREAM 
WILDROOT WAVESET 
WINX 


* ’ - : : 
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ADVERTISING AGE 


AY PRECEDENT— 


.....1n November, 1930, MODERN MAGAZINES entered 
the field.. During this period,most publishers were fighting 
hard to maintain circulations . The job was tough .. No 
less propitious time could possibly have been selected for 
the introduction of a newcomer. 


* 


In the faece of these conditions 
MODERN MAGAZINES went out 
and made publishing history 


Without the use of premiums, prizes, combination 
offers or circulation efforts of any kind, a voluntary net- 
paid circulation of 600,000 was achieved. 


It took more than “Just Another Magazine” to win 
such a following. 


The advertising acceptance and gain is even more re- 
markable. 


“Come back in twelve months—we’ll wait a year until 
your publication is seasoned.” That is what agency 
men usually tell the representatives of fledgling maga- 
zines. 


But, in the case of MODERN MAGAZINES, advertisers 
and agencies were not forced to wait a year for proof of 


* 


* 


stability—proof of reader interest—proof of pulling 
power—proof of success—proof of seasoning. 


MODERN MAGAZINES seasoned themselves so quickly 
on all counts that, since issue No. 1, they have carried 
the advertising of many of America’s foremost com- 
panies—advertising placed by some of the shrewdest 
buyers in the business. 


Because MODERN MAGAZINES provide the shortest 
direct route to the active women who shop in the most 
active market centers of the country. 


Because they reach more than 600,000 cash buyers con- 
centrated in 537 cities of 10,000 population or more— 
45% of these cash buyers live and shop in cities of 
100,000 or more—markets where sales are greatest and 
selling costs lowest. 


Shrewd buyers of advertising have set aside precedent in 
their consideration of these new magazines...... They 
placed their schedules, in many cases, before the first 
issues were printed .. Shrewd buyers are never afraid to 
buy on a rising market - one reason why they are shrewd. 


FULL DETAILS AVAILABLE 


GEORGE T. DELACORTE, Jr., Publisher 
Modern Magazines 
100 Fifth Avenue, N. Y. C. 
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PRESS FIGHT 


ON UTILITIES 


Omaha, Neb., April 9—The Ne- 
braska legislature decisively defeated 
the bill to prohibit retail selling of 
electric and gas fixtures and house 
hold appliances by public service 
companies. 

However, another measure known 
as the “Fair Trades Law,” which 
would accomplish almost the same 
thing, is being pushed by all retail 
organizations of the state, with a 
tees likelihood that it will become 
a law. 


Jubilation was expressed this week 
by the National Retail Furniture 
Association, Chicago, over the news 
that Kansas, in addition to Okla- 
homa, has adopted a law prohibiting 
merchandising activities by public 
utilities. 

The association, which, with hard- 
ware and other dealers’ organiza- 
tions, has waged a relentless fight | 
against utility merchandising, issued 
a bulletin on the situation which 
said in part: 

“The Oklahoma measure’ was 
signed by Governor Murray on 
March 19 to become effective in 90 
days. The Kansas act also has been 
signed but does not become effective 
until August 1 of this year. 

“Bills carrying similar provisions 
have been introduced in the legisla- 
tures of Illinois, Pennsylvania, Cali- 
fornia, Missouri and Nebraska. 

“The Illinois bill, for example, 
would prohibit public utilities from 
engaging in any sort of retail busi- 
ness. It proposes that after Septem- 
ber no public utilities shall engage 
‘in the business of purchasing for 
resale and selling at retail, any elec- 
trical equipment fixtures or other) 
wares and merchandise, nor shall 
any public utility engage in selling 
at retail any product of its own 
manufacture, or of its subsidiaries, 
nor shall any public utility carry on 
the business of selling at retail 


jand Thomas L. §S 


through any subsidiary which it 
owns or controls, any products, man- 


ufactured, produced or purchased 


either by it or its subsidiaries.’ ”’ 


Limits Operations 

The Oklahoma law, the bulletin 
explained, permits utilities to mer- 
chandise allied lines, such as fuse 
plugs, electric light bulbs, outlet 
plugs, sockets and other equipment 
necessary to maintain continuity of 
service. 

The Kansas law makes it unlaw- 
ful “for any individual firm or cor- 
poration engaged in the manufactur- 
ing, transporting, distributing, or 
selling of heat, gas, water, elec- 
tricity or electrical current to en- 
gage in the manufacture, wholesale 
or retail, by sale or lease, of any 
chattel, article, commodity or man- 
ufactured product, except those ar- 
ticles which have been owned by 
such utility company in manufactur- 
ing, distributing or selling its util- 
ity service, or those articles which 
are the direct product of the busi- 
ness of manufacturing or distribut- 
ing said utility service.” 


Seven Members Added 
to San Diego Club 


Ray T. Coats, advertising director, 
tavrum, national 
advertising director of the San 
Diego Sun, have joined the Adver- 
tising Club of San Diego, other new 
members being: 

C. F. McAnally, Coast Truck 
Line; J. Clark Chamberlain, H. L. 
Benbough Co.; C. E. Vanderburg, 
publicity director, San Diego-Cali- 
fornia Club; Ernest Ferris, Zeller- 
bach Paper Co.; Jefferson Alison, 
Jr., advertising manager, First Na- 
tional Trust & Savings Bank. 


Kill Outdoor Bills 


Bills providing for increases in 
outdoor license fees have been with- 
drawn from the Connecticut legisla- 
ture after a hot fight. 

One of the measures would have 
fixed a tax of five cents a square 
foot, while the other would make the 
tax $45 for the largest panels. 


Dickinson Appoints 


Milwaukee Agency 

The Albert Dickinson Company, 

Chicago, the world’s largest distrib- 

utor of grass and clover seeds and 

pop corn for home use has appointed 

the Dyer-Enzinger Company, Mil- 
waukee, to direct its advertising. 


thing wears out—and it 


created. 


pletely equipped. 


able to us. 
There’s just one way 


New York 
729 Seventh Ave. 


Theatres Buy as 
They Thrive 


Some twenty million persons go to the motion 
picture theatres of America every day. Regard- 
less of all else the nation must be entertained. 


Every revolution of the film—every step on the 
carpets—every time a light is turned on, some- 


tually. Thus a steady replacement market is 


This gigantic daily attendance whets the appe- 
tites of newcomers and brings them into the 
field—so new theatres must be built and com- 


Shall we say that one hundred million dollars 
will be spent for construction, equipment, and 
replacement during 1931? That sounds reason- 


simply, directly, economically—and that’s by 
advertising in Better Theatres, published every 
fourth week as a separate section of Motion 
Picture Herald, which blankets the industry with 
its 17,835 A BC circulation. 


Quigley Publishing Company 


Publishers of 


Better Theatres 
Motion Picture Daily 
Motion Picture Herald 


Chicago 
407 So. Dearborn St. Hotel Roosevelt 


must be replaced even- 


to reach this market— 


Los Angeles 


OFFICES OF WELL KNOWN ADVERTISING MEN—II 


Here is where Leslie Levi, secretary and general 
New York, toils. The office is an example of paneled gumwood in the Georgian style, 
designed by Clarence Pearson Hornung. 


Rete oe > 


manager of Ivel Displays, Inc., 


Tempt Public 
with Real Value, 
Urges Publisher 


St. Louis, Mo., April 9—The “Buy 
Now” campaigns which have been 
waged in some sections of the coun- 
try cannot be expected to stimulate 
permanent business revival, because 
they place the responsibility upon 
the consumer, and not upon the 
seller, according to G. D. Crain, Jr., 
Chicago, publisher of ADVERTISING 


Club of St. Louis April 7. 

“The public cannot be expected to 
buy goods, just with the motive of 
giving some vague general benefit to 
the nation,” he declared. 

“The burden rests upon the shoul- 
ders of producers and distributors, 
who must make their products so 
attractive and their prices so tempt- 
ing that the consumer will be glad 
to trade his dollars for those prod- 
ucts.” 


He told of the policies of some 


successful manufacturers who check 
their products with the idea of 
making everything either better or 
cheaper in order to attract cus- 
tomers with value. 

In this connection he paid a trib- 
ute to the automobile industry, 
which, he said “is rising to the 
situation, with the greatest values 
in the history of the industry; and, 
through advertising those values, 
has been able to advance production 
schedules.” 


E. A. Nicholas Directs 
RCA-Victor Selling 


E. A. Nicholas has become general 
sales manager in charge of all ex- 
cept foreign sales for the RCA-Vic- 
tor Company, Camden, N. J. He 
succeeds H. ©. Grubbs, resigned. Mr. 
Nicholas comes from the distribut- 
ing company of that name. 

Ernest H. Vogel, former manager 
of radiola sales, has been made man- 
ager of domestic sales. Pierre Bou- 
cherson, for eight years advertising 
manager of the Radio Corporation 
of America, has been appointed man- 
ager of advertising and sales pro- 
motion. 

L. W. Yule, Pacific Coast district 
manager, is assistant manager of 
domestic sales. Other appointments: 
manager of record sales, William F. 
Arnold; manager of service depart- 
ment, E. M. Hartley; distribution 
order routine and distributor con- 
tact, B. Aldridge and A. R. Beyer. 


Represent “Tribune” 


Inland Newspaper’ Representa- 
tives, Inc., has added the Great Bend 


(Kan.) Tribune to the list of papers 
handled in the national field. 


MANY BLUNDERS 


— IN FARM COPY 


Milwaukee, Wis., April 9.—Ad-| 
vertising men are fond of telling of | 
the mistakes made by 


American | 
manufacturers in their foreign copy, | 
but “Campaign Comment,” the new | 
publication of Freeze-Vogel-Craw- | 
ford, Inc., advertising agency, indi- | 
cates that it is unnecessary to leave | 


startling errors. For instance: 

“A large manufacturer recently | 
/announced a new milking machine. | 
| An illustration showed the operator | 
| kneeling at the left side of a cow. 
If that artist had ever lived on a} 
|farm, he’d have known that horses | 
are harnessed and mounted from the 
left but that cows are always milked | 
from the right. That ‘break’ didn’t | 
‘help the advertisement. 
| “A manufacturer of overalls ran 
a spectacular advertisement, telling 
how the strength of that overall 
|saved a farmer’s life. A team ran) 
|away, it said, and this farmer was | 
|earried along on the singletree, un- | 
|/hurt—thanks to the marvelous 
strength of the Blank overall. Yet, 
ithe illustration showed him sus- 
pended from the neckyoke—not the 
singletree. 

“A breakfast food concern ran 
testimonials about the children of 
millionaires in farm paper copy. 
Anyone who has ever experienced 
the sweaty toil of harvest time 
knows that if there is any one thing 
a farmer doesn’t like, it’s a million- 
aire. 

“A tractor advertisement carried 
the heading ‘200 Farmers See This 
Tractor Win.’ The illustration 
showed enthusiastic ruralists waving 
it to a glorious finish in some kind 
of plowing contest. But when the 
practical-minded farmer who read it 
noticed that the tractor had no lugs 
on the wheels—well, he could hardly 
be blamed for discounting the adver- 
tisement some 90 to 95 per cent. 

“When the city-born copywriter 
makes some break that is really 
ridiculous, the old farmer can’t be 
blamed for chuckling to himself.” 


Prize Student Joins 
Portland Agency 


George Weber, graduate from the 
University of Oregon, where he won 
a scholarship offered by the Adver- 
tising Club of Portland, has joined 
Mac Wilkins and Cole, Portland. 

Mr. Weber came from Crossley & 
Failing, where he had his initiation 


in practical advertising. 


Uses Building 
Contractor As 
Supply Dealer 


St. Paul, Minn., April 9—Under 
the new plan of distribution of the 
Snell Sash & Door Co., building con- 
tractors are given their first oppor- 
tunity to become dealers in the prod- 
ucts with which they work. 

In the face of predictions that the 
plan would end in bankruptcy, the 
company showed a 25 per cent in- 


AGE, who addressed the Advertising |the United States to locate some | crease in volume of business in 1930. 


The company found upon investi- 
gation that the recommendations of 
contractors are almost invariably ac- 
cepted by builders of homes, but 
that, unlike members of most other 
crafts, they have received no part 
of the profits for their service. Their 
expert knowledge of materials and 
contact with buyers were seen as 
valuable assets for making sales. 

The willingness with which con- 
tractors entered this new field was 
shown when more than 4,000 of them 
enlisted as dealers for the company’s 
products. The territory as present 
is confined to Minnesota, North Da- 
kota, South Dakota and Wisconsin. 

Direct mail, followed when pos- 
sible by personal interviews, was 
used to carry out the new plan. Pro- 
duction is chiefly confined to stand- 
ard materials used in the construc- 
tion of small homes. 


St. Louis Artists 
Elect Nuderscher 


Frank Nuderscher was _ elected 
president of the Professional Artists 
Association, a division of the St. 
Louis Advertising Club, at the an- 
nual meeting. 

Brian P. Burnes was made vice- 
president; E. A. Luckemeyer, Skin- 
ner-Kennedy, secretary, and Wallace 
Bassford, treasurer. 

The retiring president, George 
Leonard Shultz, becomes a member 
of the executive committee. 


Committee on Foods 
O. K.’s Two Products 


The Committee on Foods, Ameri- 
can Medical Association, has ex- 
tended the use of the “accepted seal”’ 
of the A. M. A. to Del Maiz Brand, 
the new corn, Minnesota Valley Can- 
ning Co., Le Sueur, Minn., and Heck- 
er’s Cream Farina, Hecker H-O 
Company, Buffalo, N. Y. 


Appoint Committee 


Cecil R. Conner has been appointed 
chairman of the nominating com- 
mittee of the Advertising Club of 
Denver, other members being Mrs. 
Emma Tolman East and William E. 
Bryan. 
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STRANGE CASE 
OF CLOCK MAKER 


Manufacturers must reverse the 
thinking processes which they have 
applied to their marketing opera- 
tions heretofore if they are going to 
meet the requirements of current 
business, asserted Carle M. Bigelow, 
president of Bigelow, Kent, Willard 
& Co., Boston management engi- 
neers, in a talk before the Chicago 
Advertising Council April 9. 

“The plan has been,” he pointed 
out, “to decide to make a product, 
and then endeavor to find a market 
for it, on the assumption that sales 
problems can always be solved by in- 
creasing the promotional effort. 

“Today, however, it is becoming 
increasingly necessary to find the 
market, determine the kind and 
amount of the product it can ab- 
sorb, and then manufacture accord- 
ingly. Market determination is an 
absolute prerequisite to business 
success under present conditions. 

“While advertising is a mighty 
force in selling, it must be remem- 
bered that it is much more economic 
to use the amount of advertising re- 
quired to promote sales of goods 
which the market can absorb than to 
increase advertising to the extent 
required to force sales of the prod- 
uct after the normal requirements 
of the market have been supplied. 

The Last Consideration 

“T have just talked to a manufac- 
turer who has spent a large amount 
of money in preparing to manufac- 
ture an electric clock. Now, with 
the details of manufacture worked 
out, even to the kind of case to be 
used, the manufacturer for the first 
time is beginning to consider the 
question of the market for such a 
product, and the kind of product the 
market will accept. That should be 
the first rather than the final step 
in the manufacturing process.” 

Mr. Bigelow predicted that com- 
modity prices will continue a down- 
ward swing over a long period, per- 
haps 10 or 15 years, and that pros- 
perity will be achieved through more 
economical methods of distribution. 
He said that whereas only 40 cents 
of the consumer’s dollar formerly 
went into distribution costs, now the 
latter absorb 60 cents. 

He pointed out that the market to- 
day offers exceptional opportunities 
for goods classified as conveniences, 
comforts and luxuries, and that 
necessities no longer have the call, 
expenditures for this type of goods 
having been reduced to the minimum 
in order to make way for the first 
group. 

Mr. Bigelow defended the so-called 
machine age, and said it should 
rather be called the power age, and 
contrasted the progress made for 
humanity at large with the aid of 
power manufacturing compared with 
the generally low level of living for- 
merly. He urged confidence in the 
future of America, based on the 
obvious opportunities for business 
progress, if not for continued expan- 
sion of sales. 


Women’s Club Stages 
Big Fashion Review 


The annual joint meeting of the 
Advertising Club of Los Angeles 
and the Los Angeles Advertising 
Association of Women took the form 
of a fashion review, staged by the 
latter. 

Helen B. Cooper, Van de Kamp’s 
Holland Dutch Bakers, president of 
the women’s club, acted as guest 
chairman, with Florence Shindler, of 
the R. H. Dyas Company, as official 
hostess. 


Dry Goods Body to 
Meet with Federation 


The Sales Promotion Division of 
the National Retail Dry Goods Asso- 
ciation will hold its annual meeting 
in New York June 14-18, at the same 
time the Advertising Federation of 
America is in session. 


To Advertise Utah 


The Utah Association has been 
formed in Salt Lake City to emulate 
Californians, Inc. 
be adopted later. 


A new name will 


NEW SUPERVISOR 


C. F. Homan 


Mr. Homan has become supervi- 
sor of the advertising department 
of the American Laundry Machin- 
ery Co., Cincinnati, succeeding Wil- 


liam A. Biddle; resigned. Mr. 
Homan has been with the company 
for nine years. 

The company has created the po- 
sition of assistant to the president 
and filled it with Albert Matthews, 
general sales manager. 


Calls Ethics 
of Barristers 
Mere Delusion 


Omaha, April 9—Lawyers’ ethics 
are a delusion,” said Joseph P. Gray, 
one of the elder barristers of Omaha, 
in an address before the Omaha Bar 
Association. “The time is now here 
when you must either advertise or 
be forced out of business by big cor- 
porations.” 

He charged lawyers with sitting 
back and saying: “I am ethical,” 
while trading companies, trust com- 
panies, collection agencies and title 
guarantee insurance companies sap 
the life of the legal profession. 

“Everything is now commercial- 
ized. Lawyers must throw off the 
ethics yoke of bondage, get rid of 
delusions and take advantage of the 
times that now exist. It is not a 
comfortable position, but we must 
do this if we would survive. We 
must break into new fields, and ad- 
vertising is the only way we can do 
so. This is but merchandising our 
wares.” 

Mr. Gray apparently voiced the 
sentiments of a majority of the 
Omaha Bar Association, which is 
now considering a co-operative cam- 
paign to tell the public why and 
when an attorney should be retained. 


Weller Promoted 
by Campbell-Ewald 


Earle V. Weller, Pacific Coast 
manager of the Campbell-Ewald 
Company, Detroit, has been appoint- 
ed vice-president in charge of Coast 
operations. 

Mr. Weller joined the Campbell- 
Ewald staff in San Francisco in 
1927. He is a graduate of the Uni- 
versity of Southern California. 


Dies on Anniversary 


Aubrey L. Harper, editor and pub- 
lisher of Southwestern Musicale, 
Dallas, Texas, died in that city this 
week on the 58th anniversary of his 
birth. 

Mr. Harper founded the Musicale 
16 years ago. It is the official paper 
of the Texas Music Teachers Asso- 
ciation. 


Radio for Candy Bar 


The Sperry Candy Co., Milwaukee, 
manufacturer of Chicken Dinner 
five-cent candy bar, will stage a 
radio campaign via WTJM, Mil- 
waukee; WCCO, Minneapolis; KOIL, 
Council Bluffs and Omaha; WOC, 
Davenport, and WHO, Des Moines. 


Campaign for Cherries 


The Red Cherry Institute, Chi- 
cago, has appointed McCann-Erick- 
son, Inc., to prepare an advertising 
campaign to appear during the sum- 
mer. 


GIVE PLANS 
FOR “LIBERTY” 


New York, April 9—Following the 
purchase of Liberty by Macfadden 
Publications, Inc., the Liberty Pub- 
lishing Corporation has been formed 
with O. J. Elder, long identified with 
the Macfadden organization, as pres- 
ident. Harold A. Wise is vice-presi- 
dent in charge of advertising sales 
and Carroll Rheinstrom is vice- 
president in charge of advertising 
promotion. 

Mr. Elder announced that Lib- 
erty’s advertising organization will 
be continued as follows: Nelson R. 
Perry, assistant advertising man- 
ager, New York; Waldo B. Mac- 
Lean, Eastern manager, New York; 
Ray Clark, Western manager, Chi- 
cago; Fred Ewald, Detroit manager; 
Samuel A. Gardner, Boston manager. 
Shepherd Butler, executive editor 
of Liberty, also continues his admin- 
istration in the Macfadden editorial 
offices at 1926 Broadway, under the 
supervision of Fulton Oursler, edi- 
tor-in-chief of the Macfadden Pub- 
lications, Inc. 

The Liberty Publishing Corpora- 
tion made the following announce- 
ment: 

“The Liberty advertising depart- 
ment will continue to prestnt the 
natural advertising advantages of- 
fered by the magazine and at the 
same time will give more intensive 
study than ever before to the many 
marketing opportunities which must 


inevitably be present in a publica- 
tion possessing so vast a voluntary 
reader allegiance. 

“Macfadden Publications, Inc., is 
happy to assume these combined 
tasks of helping to forward the edi- 
torial achievement so successfully 
established and attempting to deter- 
mine and interpret the full adver- 
tising-merchandising significance of 
this achievement to advertisers and 
their advertising agencies.” 


Lippincott Issues 


New Advertising Book 
The J. B. Lippincott Company, 
Philadelphia, has published “Adver- 
tising —Its Economics, Philosophy 
and Technique,” from the pen of 
Herbert W. Hess, head of the mer- 
chandising department of the Whar- 
ton School of Finance and Com- 
merce, University of Pennsylvania. 


Circulation Manager 


for “American Girl” 
Ormonde B. Russell, formerly cir- 
culation manager of Holiday, has 
taken the same position with The 
American Girl, New York. 
Mr. Russell has also seen service 
with Liberty. 


Heads Copeland Sales 


C. W. Hadden, of the executive 
staff of the Copeland Sales Co., Mt. 
Clemens, Mich., manufacturers of 
Copeland electric refrigerators, has 
been appointed sales manager. 


Place Drug Account 
The Robert McNeil Company, 
Philadelphia, maker of pharmaceu- 
tical products, has placed its adver- 


tising with Redfield-Coupe, Ince., 
New York. 


Foreign Color 
Photography 
Comes toU.S. 


New York, April 9—A new process 
of color photography is announced 
by Underwood & Underwood, who 
have obtained exclusive rights for 
this country. The process is Italian 
and Swiss, being controlled interna- 
tionally by Luigi Cristiani and John 
A. Reitmann, who worked in collabo- 
ration with Dr. Brandenburg of the 
University of Paris, the inventor of 
cellophane. 

Color prints are made on photo- 
graphic cellophane, a refinement of 
the material used for wrapping ci- 
gars and other merchandise. The 
prints are made from any separa- 
tion negatives; are accurate in color 
value and have a full range of color 
tones. Colors do not rub, run or 
smear. 

Proofs are submitted in full color 
and are available within a couple of 
days after the making of an illus- 
tration. Finished prints are a)most 
as quick, and duplicates of any orig- 
inal are obtainable on short notice. 
Prints are made in either glossy or 
matte finish. 

This color process, with or without 
models, is almost as flexible for 
either sudio or out-of-door use as 
black and white, it is claimed. 


Foran with Agency 
Stanley W. Foran has left the 
Service Station Equipment Co., 
Dallas, Texas, to join the Johnson 
Advertising Co., of that city. 


A man could probably get 


Mr. FRED H. WARD 


Chief Executive of 


Advertising and Merchandising 


of the 


Jewel Tea Co., Inc. 


has been appointed 


GENERAL MANAGER 


of the 


J. R. Hamilton Advertising 


Agency, Inc. 


He not only brings to his 


no better training in modern 
merchandising and sales pro- 
motion than through a posi- 
tion of importance with the 
Jewel Tea Company, whose 
diversified lines and direct 
consumer contact provide an 
experience that can be 
obtained in no other way. 


Therefore, Mr. Ward with 
his five year experience with 
Jewel Tea probably brings to 
the national advertising field 
a type of matured experience 
such as this field seldom 
secures. 


new work a very thorough 
knowledge of promotion and 
distribution costs but also a 
very careful estimate of 
returns from practically 
every form of advertising. 
In addition to which, his 
tabulation of millions of 
consumer contacts automat- 
ically gives him a sense of 
direction in his activities 
along lines about which 
most of the merchandising 
world continues to guess. 


Mr. Ward assumes his 
duties as General Manager 
of this Advertising Agency 
as of April 13th. 


J. R. Hamilton Advertising Agency, Inc. 
180 North Michigan Ave. 
Chicago, Ill. 
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Gives Folders 
with Rotating 
Cards in Buses 


An unusual tie-up with advertis- 
ing cards in motor coaches has been 
effected by J. C. Houck, of Los An- 


J. C. Houck 
Patentee of the Card Rotator 


geles. Under the new plan, the ad- 
vertiser’s literature is made avail- 
able in racks attached to the back of 
each seat of the bus. The plan, orig- 
inated on the Pacific Coast, has been 
extended to Minneapolis. Service 
for the Middle West is forecast by 
the recent opening of a Chicago 
office, with Earl F. Metcalfe in 
charge. 

Under the new plan, the advertis- 
er’s card is placed in an illuminated 
ecard rotating machine in the front 
of the coach, over the driver’s head. 
The maximum number of cards 
which can be accommodated is 30, 
giving each a ten-second display 
every five minutes. This provides 
all passengers with an unobstructed 
view of each card. 

Riders desiring further informa- 
tion about any of the advertised 
products may get it from the folders 
in the rack on the back of the seat 
in front of them. It is claimed that 
actual count shows an average of 
three readers per folder. 

Like the cards, the folders are 
rotated, so that only a certain num- 


In NEW YORK 
(Manbattan) 


10.3% of Outlook sub- 
scribers are in the Social 
Register. 


5.7% are in the Register 
of Directors. 


4.4% are in Who’s Who. 


15.2% are on one or more 
of the three lists. 


This means 1 in every 
7 are listed, 1 in 10 in 
Social Register, 1 in 
18 in Register of Di- 
rectors and 1 in 25 in 
Who's Who. 


Report No. 1—New York 


JOUTLQOK 


> and Independent 


N the strict basis of unit cov- 

erage of hospital buying 
power per dollar; on a 
visibility of advertising; on a basis 
of editorial leadership, Hosprra 
MANAGEMENT is the best buy in 
the hospital field. Ask for the t new 
folder that tells the whole story. 


HOSPITAL 
MANAGEMENT 


537 South Dearborn Street, Chicago 


@ both the A-B-C. and A-B.P, 


ial 7 we 


RS 


NEW TIE-UP DEVELOPED IN MOTOR COACH FIELD 


ber will be in a rack at the same 
time. This method eliminates waste, 
it is asserted. 


Automobile 
Advertising 
Expert Dies 


New York, April 9.—James H. 
Ford, manager of the automobile 
advertising department of the New 
York Herald Tribune, died suddenly 
at his home here yesterday of pneu- 
monia. Mr. Ford was 50 years old. 

Though he studied law, the lure of 
advertising proved too strong for 
Mr. Ford, and as a youngster in 
Detroit, he entered that field. Later 
he went to Buffalo as manager of 
the Red Book of the Reuben H. Don- 
nelley Corporation. 

After 12 years in that position, 
he became advertising manager of 
the Buffalo Commercial. In 1921 he 
came to New York and took the role 
which he filled until his death. 

Alfred Reeves, general manager 
of the National Automobile Chamber 
of Commerce, was among prominent 
members of the industry who ex- 
pressed keen regret at Mr. Ford’s 
passing, and extolled the services he 
rendered the industry. 


Dealers Baffled 
by Pajamas for 
Every Purpose 


“If I-were a dealer I would put 
the manufacturer to work for me in 
a way he has never been challenged 
to do before,’ Julia Coburn told 
the final meeting of the Chicago 
Evening American’s Second Annual 
Retail Institute last week. 

“Instead of letting him come to 
me with sales promotion material I 
should go to him and say: 


“*What have you to help me move 
this merchandise from my shelves? 
You created it. It was your idea. 
You felt it filled a human need. 
What are you going to do to help 
me interest the people you had in 
mind when you created this mer- 
chandise, so that I can get them to 


of | come into my store and buy it?’” 


Questions asked following Miss 
Coburn’s address indicated that re- 
tailers are wondering what is going 
to happen to the various kinds of 
pajamas which have been intro- 
duced, both for private and public 
wear. The public, too, is wondering, 
according to Miss Coburn, whether 
or not it has reached the stage where 
it has nerve enough to attend a 
dinner clad in “evening pajamas.” 

Color matching has given way to 
color contrast, which will hold sway 
for the next six months, at least, 


according to the speaker. 


CONFER ON BOOK 
MERCHANDISING 


New York, April 9.—The growing 
importance of book departments in 
department stores and methods of 
making them more profitable, were 
the subject of a conference under 
the joint auspices of the National 
Retail Dry Goods Association and 
the’ National Association of Book 
Publishers April 6 at the Pennsyl- 
vania Hotel. 

O. H. Cheney, banker and director 
of the Economic Survey of the Book 
Industry, acted as chairman of the 
meeting. Mr. Cheney presented the 
topics for discussion, which in- 
cluded: The ways in which publish- 
ers can aid book departments; loca- 
tion of book departments; adequacy 
of stocks; advertising value of book 
departments; training of personnel; 
display methods, and tie-ups between 
departments. A general program of 
joint research and co-operative pro- 
motion and education was adopted 
for detailed development at future 
meetings. 

Book departments not only have 
high advertising and prestige value 
for a store, but they can also be 
made more profitable than they are, 
it was agreed by both the store 
and the publishing representatives 
present. It was pointed out that 
increased book reading raises stand- 
ards of taste and living in a com- 
munity and that book-buyers repre- 


of a store. 
Department stores were warned 
against treating book departments 


publishers were urged to recognize 
that the problems of department 
stores are different from those of 
specialty bookstores. 


Books Are Different 


“A store-wide merchandising policy 
must be flexible enough to give an 
exceptional department, like books, 
some leeway,” declared Mr. Cheney. 

“Books are merchandise—but dif- 
ferent merchandise. Merchandise 
managers and general executives 
should study the needs of the book 
department and listen a little more 
understandingly to the department 
operating head. 

“In the case of new departments, 
store management and _ publisher 
should co-operate to start off on 
sound principles. 

“If a book department is to have 
any kind of representative stock to 
be worthy of the name, it needs 
space and should get it. At the same 
time, the publishers should recognize 
the space limitations and help the 
buyers select stock accordingly. 


“Book sales could be greatly mul- 


sent the higher levels of patronage | D. 


as if they were “step-children” and | - 


tiplied if there is a definite tie-up 
plan. Every department should refer 
to books on subjects related to its 
merchandise—either sell them or dis- 
play them and send customers to 
the book department. 

“Books, also, refer frequently to 
merchandise, and these should be so 
displayed as to make a sales tie-up 
for the other departments. 

“Both personnel and stock prob- 
lems in book departments arise from 
the same deep-seated trouble of the 
‘step-child’ attitude towards book 
departments. A book department is 
not one if it merely stocks a line of 
75-cent fiction reprints. The buyer 
needs an adequate budget and free- 
dom in making the department 
worthy of the community and of the 
store.” 

Besides Mr. Cheney, those present 
included: J. L. Fri, National Retail 
Dry Goods Association; Edward S. 
Mills, Longmans, Green & Co., presi- 
dent, National Association of Book 
Publishers;. Ralph C. Gensel and Mr. 
Magel, Syndicate Trading Company; 
Howard C. Lewis, Dodd, Mead & 
Co.; Dan Longwell, Doubleday, 
Doran & Co.; Frederic Melcher, 
Publishers’ Weekly; Miss Julia Ault, 
Frederick Loeser & Co., Inc.; D. C. 
Corbin, Bloomingdale Bros.; Walter 
L. Boege, Associated Merchandising 
Corp.; Mr. Paulson, Cavendish Trad- 
ing Corporation; Frederick Atkins, 
New York. 


Wahler Promoted by 
“National Geographic” 


Joseph C. Wahler, sales manager 
of the Western office of National 
Geographic Magazine, Washington, 
C., has become Western advertis- 
ing manager. 

Mr. Wahler has been in the West- 


‘“‘Froco’’ Barred 


As a Trade-Mark 


Washington, D. C., April 9—Op- 
position of the Richfield Oil Com- 
pany of California to registration 
of “Froco” as a trade-mark by the 
Franklin Railway Oil Company was 
upheld by the Commissioner of Pat- 
ents, who confirmed the decision of 
the Examiner of Interferences. 
Both held that the Franklin mark 
infringed “Roco,” owned by Rich- 
field. 

Franklin contended that the pub- 
lic has become so educated in distin- 
guishing between trade-marks of the 
same general character that the op- 
position should be dismissed. The 
court ruled, however, that probable 
confusion in the trade constitutes 
the crucial test, and added: 

“The applicant has adopted the 
complete mark of the opposer, and 
has added to it a single letter. As 
was held in the California Fruit 
Growers’ case, the rights of other 
registrants with respect to the op- 
poser’s registrations are not under 
consideration here.” 


Founder of St. Louis 
Daily Dead at 79 


Nathan Frank, founder and first 
owner of the St. Louis Star as a 
daily newspaper, died in Jewish 
Hospital, St. Louis, April 5, at the 
age of 79, following an operation. 

After absorption of the St. Louis 
Chronicle, forming the Star-Chron- 
icle, in 1905, Mr. Frank sold the 
paper to E. G. Lewis. He later re- 
gained possession of the paper and 
operated it for some time before 
selling it to its present owners. 


Mesberg Moves 


Harold W. Mesberg, Inc., Milwau- 
kee agency, has moved to the Fine 
Arts building at 49 E. Wells street. 


The undersigned having long been 
associated in the business of Hughes 
& Brettell Inc., are continuing the 
same character of business under the 
corporate name . 
THE BRETTELL STUDIOS 

and will give a full and complete 
service to advertisers and advertising 
agencies, including visuals, layouts, 
typography, art work, hand coloring 


and printing. . 


GEORGE A. BRETTELL, Pres. & Treas. 


FRANK OCHS Vice Pres. 
WALTER J. EARL - Secretary 
Printing Crafts Building 


461 8th Avenue Tel. Bryant 9-7484 


ern office since 1922. 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH I 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG., TIMES SQUARE 


DOUBLEDAY, DORAN BOOKSHOPS, Inc. 


Graybar Building 
420 Lexington Avenue 
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ORNITHOLOGY AS COPY THEME 


aya 


IN TWO-TONE, COLORS 


FROM THE BIRDS 


+ = 


ETCHI 


UNSING 
ear 


In presenting “Sketchies,” the Munsingwear Corporation, 
struck a new copy note. Aubrey & Moore is the agency for 
the new campaign, starting in May. 


Give Plans for 
Four A’s Meet 
in Washington 


New York, April 9—The four- 
teenth annual convention of the 
American Association of Advertis- 
ing Agencies will be held at the 
Mayflower Hotel, Washington, D. C., 
April 30-May 1. 

Most of the morning session on 
the first day will be devoted to radio 
advertising—how A. A. A. A. head- 
quarters can assist members in han- 
dling radio, developments in radio 
copy, talent, spot broadcasting, how 
to equip for radio work. 

The afternoon session of the first 
day will be open to the guests. The 
time will be divided about equally 
between newspaper relations and the 
changing advertising problem. The 
newspaper situation will be discussed 
from the agency and publisher’s 
viewpoint. 

Other topics on the afternoon pro- 
gram are changes in merchandising, 
copy appeals, keeping faith with the 
reader of advertising, publishers’ 
control of copy standards, and what 
advertising can do in a period of de- 
pression. 

The annual A. A. A. A. dinner of 


members and invited guests will be 
held Thursday night. Speakers have 
not yet been announced. 

A closed morning session on the 
second day will deal with agency 
operation, including a report on 
agency costs, summary of 1930 
financial statements, credit insur- 
anee and credit information ex- 
change, developments in agency 
competition, A. A. A. A. research 
and outdoor advertising. Screen ad- 
vertising will be discussed and an 
exhibit is planned. 

On the afternoon of the second 
day separate meetings are scheduled 
for discussion of magazines and 
business papers. 

Officers and _ directors 
elected at the meeting. 


will be 


Printers Establish 
New York Headquarters 


The John J. Foy Company, plan 
and creative service for printed ad- 
vertising, has opened national head- 
quarters at 200 West 34th street, 
New York. Present printer mem- 
bers are: 

_ Colortype Corporation, Indianapo- 
lis; Edwards & Franklin Company, 
Cleveland; Holling Press, Buffalo; 
Holmes Press, Philadelphia; R. S. 
Peck & Co., Hartford; Schneidereith 
& Sons, Baltimore; Tudor Press, 
Boston. 


| Jank Aiba 
Three Million 
Autos in 1930 


New York, April 9.—In 1930 
2,925,000 motor vehicles were sent 
to the scrap heap as a result of the 
normal wearing out of cars and the 
special junking plan of the manufac- 
turers with their dealers under 
which 350,000 additional vehicles 
were removed from the highways as 
unsafe, it was announced by Alfred 
Reeves, general manager of the 
National Automobile Chamber of 
Commerce. 


Mr. Reeves explained that manu- 
facturers representing more than 87 
per cent of the industry’s produc- 
tion are now co-operating with their 
dealers in a program under which 
the dealer is partially compensated 
for a certain number of unsafe cars 
which he may junk rather than 
attempt to resell after trade-ins. 


Has Investment Account 


The John A. Parker Company, 
Boston, has appointed the Porter 
Corporation, of that city, to conduct 
a campaign on the Parce Plan of 
monthly investments. 


NOW READY FOR DISTRIBUTION 


(Continued from Page 1) 


Ozite cushions when delivering new 
rugs. The method followed was to 
take along the Ozite cushion and 
give a sales talk along with the dem- 
onstration. 

“Another dealer put an Ozite easel 
display card on every pile of rugs 
in his store. This made it necessary 
for salesmen to remove the card be- 
fore they could show merchandise, 
and they were thus reminded not to 
forget Ozite. 

“A dealer also suggested that re- 
tail salesmen be supplied with yel- 
low cards, the size of a calling card, 
on which was printed the word 
‘Ozite,’ so that they could hand one 
to another salesman whom they ob- 
served making out a sales ticket.” 

The company employs only eight 
salesmen for the entire country, yet 
it has 6,000 live dealer accounts and 
its jobbers represent another 3,000 
retail outlets. The company’s sales- 
men do not enter towns under 25,000, 
this field being left entirely to the 
jobbers. 


Competes with Jobbers 


Contrary to all the evidence show- 
ing that it can’t be done, the Clinton 
Carpet Company competes directly 
and strenuously with its jobbers, 
and, after eight years, is still satis- 
fied that this is the wisest course. 
The wholesalers were highly indig- 
nant at first, but when the com- 
pany’s advertising created a demand 
for Ozite, decided to forget it. 

It is a rule of those who create 
the Ozite advertising that it should 
help the reader to visualize talking 
points. The thesis of the consumer 
advertisements in the spring series 
is the terrific wear on rugs not pro- 
tected with Ozite rug cushions. 

This is impressed on the reader’s 
mind with shock illustrations show- 
ing a steam roller being driven over 
a rug, a giant hammering a rug 


Base Sales Strategy 
on Lower Resistance 
at Cleaning Time 


with a sledge hammer, and an ele- 
phant walking on a rug. The copy, 
while admitting the incidents are 
imaginary, gives assurance that the 
wear is not. 

Economy, however, has not proved 
to be the most potent appeal for 
Ozite, although the company offers 
in consumer booklets indisputable 
proof that floor coverings wear from 
two to three times longer when laid 
over Ozite. A rug cushion for a 
nine by twelve rug costs only $13.20. 

Luxury, dealers say, is the most 
powerful consideration to the mass 
market. 


ing of an Oriental.” 


Because not a penny is spent in 


advertising them, it is not generally 
known that the Clinton Carpet Com- 


pany also manufactures eight sub- 


stitutes for Ozite. They are referred 


tc in price lists as “paddings,” the 


term “rug cushion” being reserved 
for Ozite. 
The substitutes, made in several 


grades of different materials, were 


developed after the introduction of 
Ozite in order to meet cheaper qual- 
ity competition. The company’s 


dealer and institutional advertising 


is frankly competitive against all 


“floor paddings” while the consumer 


advertising avoids competitive refer- 
ences. 


Agency for Shagmoor 
Linder Brothers, New York, 


known in the trade as the House of 
Shagmoor, has appointed the Gotham 
Advertising Company, of that city, 


to place its domestic advertising. 


Joins “Oil Heat” 


After three years with Fuel Oil, 
New York, Fred A. Clark has joined 
the advertising staff of Oil Heat, of 


that city. 


That is why two out of 
three of the company’s advertise- 
ments include the phrase “gives even 
an inexpensive fabric the rich feel- 


Advertising Agencies Say: 


“We have always found this 
book of considerable value. It is a 
distinct improvement in the new 
form.” 


“We shall make excellent use of 
this publication as we have in 
previous years. 


“For several years we have been 
keeping a complete file of these 
books, and we refer to them fre- 
quently during the course of the 
year. 


“IF you did nothing more than 
collect, as you do, the important 
statistics compiled by the various 
business papers and by the Gov- 
ernment, the time saved us in 
making industry studies would be 
tremendous.” 


“This is one of the handiest vol- 
umes in our office and it is used by 
practically every member of our 
organization.” 


“The 1930 edition was passed 
immediately to our research de- 
partment. e find it informative 
and useful.” 


“We use the Market Data Book 
almost daily as we are constantly 
in need of information such as you 
furnish on markets and 
publications.’ 


“We find the Market Data Book 
unusually handy and valuable for 
agency work, because it is totally 
unlike any other book on 
marketing.” 


“All of us in this agency find the 
Market Data Root extremely 
valuable.” 


“It is a definite and valuable 
contribution to the problem of 
marketing. 


“The tables, graphs and distri- 
bution data preceding each classi- 
fication of publications is invalu- 
able, especially in preparing 
prospective schedules.’ 

“It is the most practicable and 


useful reference book of its kin 
we have ever seen. Your metho 


of indexing publications makes it 
@ genuine time-saver. 


The Market Data Book 
way the everyday needs 
advertising department for 


channels. 


MARKET DATA for AGENCIES 


instantly available, easy to find 


meets in an intensely practical 
of the advertising agency and 
information on a hundred major 


business fields. Here in concise, easy-to-find form are data 
on the size of markets, the number of units in every business, 
the buying habits of trades and industries, and the trends 
that affect the sale of goods to industry and through trade 


The Market Data Book is the ideal quick reference 
source book. It is compiled from more than a thousand 
sources, checked with government and other official figures. 


Here, in a single volume, are the results of innumerable 
independent market surveys, government census findings, and 
business facts obtained from authentic research organizations. 


Also, The Market Data Book contains a complete directory 
of business publications of the United States and Canada, 
carefully classified and indexed, giving all mechanical data, 
circulations and rates. 


The Market Data Book, in its 1931 issue, the tenth 
edition, is the one indispensable reference book for adver- 
tising agencies. 


Use the coupon below to obtain your copy— 


CLASS & INDUSTRIAL MARKETING, 
537 South Dearborn Street, Chicago. : 


Please enter my subscription to Class & Industrial Marketing for one 
year, for which | will pay $2.00 on receipt of your bill, and send me 
without charge the new 1931 edition of The Market Data Book. 
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THIRTY’ FOR 
TIM LE QUATTE 


New York, April 9.—T. W. Le- 
Quatte, executive vice-president of 
the Advertising Federation of Amer- 
ica, died suddenly at Johns Hopkins 
Hospital, Baltimore, April 5, follow- 
ing an operation. Mr. LeQuatte, 
who was 58 years old, was believed 
to be on the road to recovery until 
a few hours before his death. The 
body was taken to Milwaukee for 
interment April 10. 


Mr. LeQuatte was a brother of H. 
B. LeQuatte, president of Churchill- 
Hall, Inc., New York. 


It will take time before an accurate 
estimate of Mr. LeQuatte and his 
services to advertising can be 
formed. As one of those who helped 
elevate advertising to its present 
high estate, however, Mr. LeQuatte 
commanded the friendship and ad- 
miration of many conspicuous fig- 
ures. His greatest accomplishments 
were in the farm paper field, for 
which he did much to secure recogni- 
tion as a market worth study and 
cultivation. 


Was School Teacher 


Born on a farm in Rock Island 
County, Illinois, March 11, 1873, Mr. 
LeQuatte’s first position was as a 
country school teacher. Later he 
became a traveling salesman of some 
success and the lessons he learned in 
“peddling” typewriters stood him in 


good stead in his later advertising 


work. 


He was best known as manager 
of Successful Farming for 14 years, 
where his organizing ability had full 
sway. He was also vice-president of 
the Potts-Turnbull Advertising Com- 
pany, in charge of the Chicago office. 
Another important position he held 
was publisher of Farm Life, Spencer, 


*HANJON: 


Electrical Transcription Service 


SUSTAINING PROGRAMS . 
For lease to radio stations and 
available to advertisers and ad- 
vertising agencies who require 
distinctive programs for spot 
broadcasting. Several complete 
series now ready. 


SPONSORED PROGRAMS . 
Built to order for National or 
Territorial advertisers. Our service 
is complete from the creation of 
the original idea and includes the 
gooparing. recording and distribu- 
on. 


STATION REPRESENTATION 
Of interest to radio stations and 
advertisers alike. We arrange the 
booking of station time for adver- 
tisers or agencies and represent 
radio stations in our offices. 


Full commission to advertising 
agencies. 


* 
THE HANJON COMPANY 


Incorporated 
755 Seventh Ave. 
New York City, N. Y. 
Phone Circle 7-3833 


IN LONG SLEEP 


Tim LeQuatte 


Ind. He took the helm at the request 
of creditors, but the publication was 
too deeply involved for him to save 
it. He was also advertising manager 
of Red Book. 

In January, 1930, the Advertising 
Federation of America created an 
office for Mr. LeQuatte, and in so 
doing wrote him down for a man 
who among other requisites, “was 
independent of all cliques, factions 
or sections of the country.” 

That was Tim LeQuatte. 


13 More Liners 
Get “Tribune 
Ocean Times’’ 


New York, April 9.—Expansion of 
the ship newspaper and news service 
of the Chicago Tribune to embrace 
13 transatlantic liners of the Can- 
adian Pacific Steamships, Ltd., has 
been announced by Perley Boone, New 
York correspondent of the Tribune. 


The same ship paper which has 
been supplied for the last eight years 
to 25 ships of the White Star, United 
States Line, Red Star, and Atlantic 
Transport, is now being furnished 
to all passengers using the 13 prin- 
cipal Canadian Pacific ships. The 
total number of liners now being 
served by the Chicago Tribune Ocean 
Times is 38, which represents the 
largest group of vessels now dis- 
tributing the same daily ship news- 
paper. 

Mr. Boone also announced that 
through the Radiomarine Corpora- 
tion the Chicago Tribune is now 
serving more than 125 ships with a 
nightly wireless news dispatch, con- 
sisting of more than 1,500 words. 
The sale of this ship news, which 
has heretofore been undertaken by 
the Radiomarine Corporation, is now 
being prosecuted both by the Radio- 
marine Corporation and the Chicago 
Tribune Ocean Times. The news 


service is sold separately to any and 


all ship subscribers. 


There will be no increase in adver- 


STORE 
EQUIPMENT 
WEEKLY 


Intimate, effective con- 
tact with every impor- 
tant buying factor in the 
country’s worthwhile de- 
partment and depart- 
mentized specialty stores 
is available every week in 


RETAILING 


A Fairchild Publication 
8 EAST 13th ST... NEW YORK 


tising rates until after June 1. 
Meantime, advertisers who contract 
for space will be granted the extra 
Canadian Pacific circulation as a 
bonus. After June 1, advertisers who 
wish to extend their publicity to the 
13 Canadian Pacific ships will be 


increase in the Eastbound rates. 


remainder of this year. 


In addition to the Chicago Tribune 
Ocean Times, the principal ship 
newspapers are as follows: 

Atlantic Daily Mail, published by 
the London Daily Mail on 22 boats 
of the Cunard line; L’Atlantique, 
published by the French Line on 
eight of its ships; Lloyd Post, pub- 


Post, published on six ships of the 
Holland America Line. 

All of these ship newspapers are 
supplied with the Chicago Tribune 
wireless news and some of them also 
receive radio reports from their 


home lands. 


called upon to pay a 50 per cent 


There will be no increase in the 
Westbound rates, at least for the 


lished on 19 German liners; Ocean 


RED CROWN IS 
ABANDONED BY 
OHIO STANDARD 


Cleveland, O., April 9—A teaser 
campaign on outdoor advertising 
structures and in newspapers, sup- 
plemented by radio talks by Floyd 
Gibbons heralded the arrival of 
X-70, a regular price motor fuel of 
the Standard Oil Company of Ohio. 
The company’s new premium gaso- 
line is “Extra-Ethyl.” 

In marketing the new line, the 
company dropped Red Crown, under 
which it has sold gasoline to the 
Ohio public for many years. 
National Petroleum News re- 
ported that the new trade-mark 
“comes out of the refinery. 

“It is the engineering depart- 
ment’s symbol for the new gasoline 
and it was decided to use it as the 
official name for the new product 
because it is cryptic, easily remem- 
bered, and is far removed from any 
similarity with names of other 
branded gasoline sold in Ohio.” 


* 
Tempered by Heat 


The manufacturing process is de- 
scribed by the advertising as “heat 
tempered.” According to the copy 
Standard Oil of Ohio takes what was 
considered a finished gasoline and 
subjects it to an additional temper- 
ing treatment by terrific heats— 
and out comes a gasoline with a new 
edge—a keener gasoline of flashing 
performance quality.” 

The teaser copy in newspapers 
was headlined, “Barbers Will Like 
X-70,” “Scotchmen Will Like X-70,” 
and so on down the line to include 
bridge friends, duck hunters, budget 
watchers, freshmen and seniors, de- 
butantes and private secretaries, 
traffic cops, and women who shop.” 
It was then announced that Floyd 
Gibbons would solve the mystery of 
X-70 via the ether. Meanwhile, the 
Red Crown globes on gasoline pumps 
at Standard Oil stations disappeared 
under canvas bonnets carrying a 
big question mark. They re-ap- 
peared later as X-70 globes. 

On the day following the radio 
announcement by Gibbons, 100 Ohio 
newspapers carried 13-column ad- 
vertisements featuring the radio 
story and announcing that the two 
new lines were ready. 


PLAN CHICAGO 
PRODUCTS WEEK 


Chicago is to stage a “Chicago 
Products Week,” a variant of the 
buy-at-home theme which has gained 
considerable popularity recently. 
April 18-25 are the dates on which 
home produced lines will hold the 
center of the stage. 


Plans for obtaining widespread 
notice for Chicago’s manufactured 
products have been prepared by sev- 
eral committees of business men 
under the general direction of Craig 
B. Hazelwood, vice-president of the 
First National Bank and chairman 
of the Metropolitan District Trade 
Committee of the Chicago Associa- 
tion of Commerce, which is sponsor- 
ing “Chicago Products Week.” Most 
of the neighborhood chambers of 
commerce are co-operating. 


Special merchandising events fea- 
turing local manufactured products 
will be supplemented by window dis- 
plays in thousands of retail stores 
and a comprehensive program of 
advertising and _ publicity. Three 
hundred large poster boards located 
between Evanston and South Chi- 
cago have been contributed by the 
General Outdoor Advertising Co. 


Mediums Co-operate 


Space for more than 7,000 cards 
in street cars, elevated trains, buses 
and suburban trains has been do- 


nated by the Chicago Elevated 


Advertising Co. and Barron G. Col- 
lier, Ine. 

A radio program arranged for the 
occasion by the National Broadcast- 
ing Company will be put on the air 
through the courtesy of stations 
WMAQ, WIBO, WENR, WCFL and 
WJJD. “Chicago Products Week” 
display cards for window and store 
use will be furnished by the Asso- 
ciation of Commerce. 

Wheeler Sammons, president of 
the Utah Radio Products Co., is 
chairman of the committee which in- 
terested local manufacturers in the 
project, and Werner A. Wieboldt, 
president of Wieboldt Stores, Inc., is 
in charge of the committee which 
secured co-operation of the city’s 
retailers. 


Lyman L. Weld, vice-president of 
Mitchell, Faust, Dickson & Wieland, 
heads the committee in charge of 
promotional activities, while Thomas 
M. Chisholm, director of civic rela- 
tions, Western Electric Co., and 
president of the West Town Cham- 
ber of Commerce, is chairman of the 
committee working with the 
numerous outlying chambers of com- 
merce and business men’s organiza- 
tions. 


STARS’ PROBLEM 
PROVIDES COPY 


To impress women with the fact 
that, where millinery is concerned, 
maximum style life means maximum 
economy, the spring campaign of 
Gage Brothers and Company, Chi- 
cago, furnishes evidence that moving 
picture stars depend on Gage de- 
signers to forecast the mode three 
to six months in advance. 
The advertising is appearing in 
the Sunday rotogravure sections of 
35 metropolitan newspapers on the 
basis of one insertion a week for 
seven weeks. The initial advertise- 
ments in the Chicago Tribune and 
the New York Times occupied full 
pages in four colors. All other ad- 
vertisements call for 200 lines. 
“Screen favorites cannot afford to 
take chances,” the copy states. 
“Their hats are photographed today. 
You see them months later. Yet they 
always represent the mode of the 
moment. That is why, almost with- 
out exception, Gage hats are chosen 
when making a costly film.” 


This advertising idea enables the 
company to combat price resistance 
in the mass market without endan- 
gering its standing in the higher 
priced field. The Gage line starts at 
$5 and features models up to $25, 
while the greatest volume in women’s 
hats is now under $5. 


Galaxy of Stars 


Pictured in the initial advertise- 
ment of the series were Loretta 
foung, Doris Kenyon, Marian Nixon, 
Dorothy Mackail and Laura La 
Plante. 

A feature of the copy is a state- 
ment from each star as to her rea- 
sons for the choice of the hat she 
models. Falling easily into the spirit 
of the thing, Miss La Plante said of 
her selection: 


“TI chose the Gage Capriccio model 
because nothing so compliments the 
average face as the semi-formality 
of Charmeuse straw in an off-the- 
face treatment. When it is in lus- 
trous black, touched with the 
sophistication of cunningly plaited 
swirls, such a hat is irresistible. 
Here Gage has shown rare discern- 
ment in forecasting the season’s 
mode.” 


The Gage advertisements are un- 
signed and the only retail identifica- 
tion consists of the sentence, “For 
sale by the smarter shops.” This 
handling was preferred in the hope 
that it would encourage retailers to 
place tie-up advertising. 

The account is in charge of H. W. 
Kastor and Sons, Chicago. 


Jeanmaire Is With Manz 
E. L. Jeanmaire, formerly with 
the J. Walter Thompson Company, 
is now sales-plan director of the 


Manz Corporation, Chicago. 


MATCHES FOR DEALERS 


Matches carrying the dealer’s 
name are being offered retailers 
by Wilson Brothers, Chicago, 
at $5 per 1,000. 


Cover Eugenics Field 


People is to be published from 
Washington, D. C., under the aus- 
pices of the American Eugenics 
Society. 


Schwinn Forms Agency 


S. J. Schwinn, formerly with 
Marschalk & Pratt, New York, has 
formed S. J. Schwinn, Inc., to con- 
duct a general agency business in 
that city. 


The Des Moines Reg- 
ister and Tribune sells 
68% of all Sunday 
and 56% of all daily 
newspapers circulated 
in central two-thirds 
of Iowa. This includes 
newspapers published 
out of state as well as 
in lowa—41 all told. 


4 For Dependable 
P Photostat Service > 


F.A. RUSSO inc. 


230 PARK AVENUE 
; 60 E. 42nd St. 250 W. 57th St. | 
V Anderbilt 3—9975-6-7 
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A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 

Confidential, painstaking attention to the indi- 
vidual problems of each client. An Interview will 
convince you that we can get you the right con- 
nection. While we operate under the employ- 
ment agency law, our methods are unlike any 
other agency. 


iene | & = 4 eee SERVICE 


Gurney Chr ~ 44 Prop. 
527 Fifth Avenue, New York Murray Hill 10488 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 
MULTIGRAPHING, MAILING 


PROVE IT! 


SHOW HIM THE LETTERS 


If your salesmen could show skeptical prospects the 
testimonial letters and orders you receive from satis- 
fled customers, it would remove doubt and get the 
orders. Do not allow testimonial letters to lie idle 
in your files—give copies to your men and increase 
sales thru their use. Write for samples and prices. 


AJAX PHOTO PRINT CO., 33 W. Adams St., Chicago 


A Stable and Growing Field for 
2000 Years—The Christian Church 
Complete coverage in 
CHURCH MANAGEMENT 


Auditrium Building 
Cleveland 
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ADVERTISING AGE 


ORANGE JUICE 
WITH MORNING 
MILK NEW PLAN 


Utilize Existing Facilities for 
Frozen Beverage 


New York, April 9.—The daily 
delivery of fresh, ready-squeezed 
orange juice direct to homes, hotels, 
restaurants and other consumers 
through the established distribution 
systems of large milk and ice com- 
panies, is an innovation launched by 
the National Dairy Products Cor- 
poration through its subsidiary, the 
National Juice Corporation, of New 
York and Tampa, Fla. 

Already in trial operation in five 
key cities, this new method of de- 
livering another breakfast essential 
along with the morning milk and 
cream will be extended until nation- 
wide distribution is obtained. 

The orange juice is delivered 
frozen and needs only to be thawed 
to be ready for use. To best bring 
out the tree-fresh qualities of flavor 
and nutriment—sealed in the juice 
by freezing soon after the fruit has 
been picked—the distributors recom- 
mend that the half-pint, pint and 
quart paraffined containers furnished 
the retail trade, and the gallon cans 
sold to the wholesalers, be allowed 
to thaw gradually in a refrigerator. 


Educating Consumer 


To this end a national advertising 
campaign has been undertaken to 
impress on consumers the desira- 
bility of ordering the frozen juice 
for delivery 24 hours before it is to 
be used. Magazines, newspapers and 
other mediums are being used, and 
as distribution facilities are ex- 
tended the campaign will be en- 
larged. The advertising is handled 
by N. W. Ayer & Son, Inc. 

The cities in which distribution 
has already been started by the 
various milk and ice cream subsid- 
iaries of the National Dairy Prod- 
ucts Corporation are New York, 
New Haven, Buffalo, Erie and Cleve- 
land. 

The first shipment of the new 
product, consisting of ten refrigera- 
tor carloads or 80,000 gallons of 
juice squeezed from 2,500,000 
oranges, was made from the Tampa, 
Fla., plant of the National Juice 
Corporation about the middle of 
March, and retail delivery started 
shortly thereafter. 

In each city the start of delivery 
of the “frozen sunshine,” as this new 
beverage is called, was preceded and 
accompanied by newspaper display 
on a large scale, and by other pro- 
motional activities designed to inter- 
est consumers and enlist the co-op- 
eration of the trade. Orders and 
re-orders are handled exactly as are 
the sales of dairy products. 


Describes New Process 


The process by which the orange 
juice is extracted is described by Dr. 
J. H. Shrader, director of the 
National Dairy Research Labora- 
tories, as follows: 

“As soon as the oranges are picked 
they are sent direct to the plant of 
the National Juice Corporation, 
where they are placed in a pre-cool- 
ing room to await the process, which 
requires only four and _ one-half 
minutes. 

“Once started, the fruit moves 
through a sorting chute, where rigid 
inspection prevails. Next are the 
washing machines, then the auto- 
matic peelers, scientifically adjusted 
to preserve the most valuable food 
elements directly under the skin of 
the orange, and then the crushers, 
which are made of stainless, acid- 
resisting steel. we § 

“The freezing operation is under 
vacuum to prevent oxidation and to 
eliminate any possibility of deteriora- 
tion in quality. For three minutes 
the juice is submitted to a quick- 
freezing process, then it is packed 
semi-frozen in containers, sealed and 


NEW LAURELS 


Pierre Boucheron 


Mr. Boucheron, former advertis- 
ing manager of the Radio Corpora- 
tion of America, has been given the 
same post .with the RCA-Victor 
Company, Camden, N. J., which has 
completed the reorganization. 


transferred immediately to the 
hardening room where a constant 
temperature of 10 degrees below zero 
is maintained. After a few hours in 
this temperature the packages are 
stored in another refrigerating room 
and there kept at a near-zero tem- 
perature until shipped.” 

The National Dairy Products Cor- 
poration devised a new advertising 
medium in promoting its new radio 
series, “Famous Trials of History.” 
Every milk bottle delivered by the 
company and its subsidiaries on Sun- 
day, March 15, was bedecked with a 
gaily colored “collar,” announcing 
the initial program that evening. 

Another promotion plan was an 
announcement of the series to 15,000 
school principals, stressing the his- 
torical value of the programs. 


Elevated Posters 


Feature “Butters” 
The Squire Dingee Company, Chi- 
cago, has begun an elevated platform, 
two-sheet poster campaign on Ma 
Brown Fruit Butters, a new line of 
six old-fashioned flavors. 
Neighborhood dealers will be con- 
tacted through the merchandising 
department of the Chicago Elevated 
Advertising Company. 


Representatives Move 
The Bureau of Broadcasting, Chi- 
cago, broadcasting station represen- 
tatives, has moved from 510 North 
Dearborn Street to the Diana Court 
Building, 540 North Michigan Ave. 
S. Bernheimer, formerly of Mid- 
west Service, Milwaukee agency, is a 

new member of the organization. 


Heads Cement Sales 


The Pennsylvania-Dixie Cement 
Corporation, New York, has _ pro- 
moted H. B. Springer to manager 
of contract sales with headquarters 
in New York. 

Clark P. Brown succeeds him as 
Philadelphia district sales manager. 


Fred H. Ward Joins 


J. R. Hamilton Agency 
Fred H. Ward has resigned as 
advertising manager of the Jewel 
Tea Company, Inc., Chicago, to be- 
come general manager of the J. R. 
Hamilton Advertising Agency of 
that city. 


Millis to Move 
The Millis Advertising Company, 
Indianapolis, will move to Chicago, 
with a New York branch some time 
during the summer. The agency han- 
dles more co-operative advertising 
than any other in the country. 


Open Typography Show 

The fifth annual exhibition of fine 
printing, under the auspices of the 
Society of Typographic Arts, Chi- 
cago, will be open to the public 
April 18 to May 23 at the Newberry 
Library. 


Nelle Massie Is Dead 


Nelle Massie, associated with the 
University Extension Conservatory, 
Chicago, and for many years an 
active member of the Women’s 


Proof 
o' the Pudding 


The Eastman Kodak Company, 
whose daring promotion plans make 
it well worth watching, reported that 
1930 proved the second best year in 
its history. Net earnings for the 
year amounted to $20,353,000, equiv- 
alent after preferred dividends to 
$8.84 a share on common stock. The 
dividend actually paid was $8, $1,- 
894,000 being added to surplus, which 
now stands at $84,675,000. 

Profits last year were exceeded 
only in 1929, when net earnings 
were over $22,000,000. The annual 
report explains the company’s ef- 
forts to stabilize employment. Only 
2% per cent of workers engaged in 
production were laid off in 1930, 
compared with 14 per cent in 1921. 


* * * 


The Great Atlantic and Pacific 
Tea Company, another astute adver- 
tising and merchandising organiza- 
tion, found the depression to be just 
what it needed to produce a new 
high volume of sales in both dollars 
and tons, a new high number of 
stores operated and a new net profit 
record. 

Sales for the fiscal year ended 
February 28, 1931, exceeded the bil- 
lion dollar mark for the second con- 
secutive time, the current figure be- 
ing $1,065,806,000, a gain of over 
12 million dollars over the preceding 
year. Tonnage of sales rose from 
4,842,116 to 5,190,955. Although 
the average retail price per ton de- 
clined from $217.61 to $205.32, the 
net profit on each dollar of sales 
was 2.88 cents, the best showing 
since 1924, when the margin was 
3.13 cents. At the end of February, 
the company operated 15,737 stores, 
a gain of 319 for the year. 

Net earnings for the year were 
$30,742,000, equivalent to $13.85 on 
common stock, against $11.77 a year 
ago. 

* Oo” ok 


What will revive furniture sales? 
The Simmons Company and its sub- 
sidiaries reported March sales of 
$2,797,000, compared with $4,315,- 
000 in March, 1930, a decline of 35.1 
per cent. 


Sales for the first quarter aggre- 
gated but $7,386,000, against $11,- 
136,000 for the corresponding period 
of 1930. 


* * * 


Willys-Overland sales of $55,581,- 
000 in 1930, compared with $159,- 
810,000 in 1929, fell off partly be- 
cause of the curtailment of four- 
cylinder production in anticipation 
of the 1931 line including only sixes 
and eights, President L. A. Miller 


reported. 
cd * * 


Sales of Montgomery Ward & Co., 
Chicago mail order house, advanced 
sharply during March, but failed to 
reach the 1930 figure because of 
lower retail prices. March sales, in- 


Slogan 
Marshall Field & Co., Chi- 
cago, have adopted a new slo- 
gan for the Duchess Coach, a 
glorified baby carriage. It is: 
“Ask the baby who rides in 
one.” 


cluding mail order and retail, aggre- 
gated $17,601,000. 


* * * 


William C. Grunow, until recently 
president of the Grigsby-Grunow 
Company, is preparing to launch a 
new radio manufacturing company 
in Chicago, having established offices 
at 221 N. LaSalle street. Herbert 
E. Young, ex-Grigsby-Grunow sales 
manager, has cast his lot with his 
former chief. J. J. Daven will act 
as sales promotion manager. 
P * * * 


Dow, Jones & Co. place 1930 net 
profit of the Ford Motor Company 
at $55,000,000, compared with $81,- 
797,000 in 1929. The company’s 
cash resources amount to no less 
than $300,000,000, according to this 
authority. 

Another estimate placed net earn- 
ings for 1930 at $44,460,000. 


* * * 


Johnson & Johnson report a gain 
of 62 per cent in Modess sales in 
1930. 


* * * 


Cuneo Press, Inc., Chicago, which 
prints a number of national maga- 
zines, did better in 1930 than the 
preceding year, net profit being 
$1,347,000. The company’s plants 
handled 462,891,000 pounds of paper 
in 1930. 


* * * 


Net profit of the William Wrigley, 
Jr., Company in 1930 was $12,296,- 
000, against $11,608,000 in 1929. A 
lower ratio of selling, general and 
administrative expense was reached. 


* * * 


Net profit of the National Dairy 
Products Corporation was slightly 
higher in 1930 than the preceding 
year. Sales increased from 390 to 
400 million dollars. 


Classified 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 


SITUATION WANTED 


PART TIME ADVERTISING MAN 
AVAILABLE 

An advertising, copy and service 
man is in position to service one or 
two accounts who do not feel the 
need of a full-time advertising man- 
ager. Highly recommended for un- 
usual productive ideas. Let’s talk it 
over. Box 94, ADVERTISING AGE, Chi- 
cago. 


Advertising and Publicity Man 

Eleven years experience, publicity 
and advertising; creating ideas, 
writing copy, planning layouts; un- 
derstand typography, color, printing, 
engraving. Have edited publicity 
organ. Details and references avail- 
able. Box No. 95, care ADVERTISING 
AGE, Graybar Bldg., N. Y. C. 


SERVICES 


LETTERS THAT “HIT THE 
MARK” and make sales. For full 
particulars, write TODAY. Ferd. J. 
Schott, 543 Considine Ave., Cincin- 
nati, Ohio. 


To Survey Outdoor Field 

The United Advertising Corpora- 
tion, Newark, N. J., will make a 
survey of roads and points of scenic 
beauty in the State to provide data 
for co-operation between advertisers 
and the public. 

The work will be in charge of 
Clarence B. Lovell, manager of the 
public relations department. 


Hold Bohn Funeral 


Funeral services for Henry J. 
Bohn, former publisher of Hotel 
World, who died in Florida March 9, 
were held in Chicago April 10. 


will keep you 


10 


YEARS AGO 


this week, orders could 
be had for the asking. 
It’s different now. You 
have to fight for ’em. 
Let Pittsford typography 
help you—by present- 
ing your message so 
they’re bound to see it 
and certain to read it. 


BEN C. PITTSFORD CO. 


TYPOGRAPHERS 


Advertising Club, died April 6. 


421 North State Street, Chicago nt 


Use the 


Subscribe Now! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


significant developments in all 
branches of advertising. 


$1 a Year---52 Issues 


posted on the 


Coupon 


Advertising Age, 
537 S. Dearborn St., 
Chicago 


Street No. 


You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order). 
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